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This KON-ITE MOLDED LUG END is more than a 
smart piece of design. It is a SAFETY FACTOR. 


_ Because .of its full-length bearing and free fit it cannot 
pull the lug pin from the watch, no matter how you twist 
or pull. 


Kon-ite Straps with molded lug ends are easier to re- 
move and replace than conventional straps, because they 
never corrode the lug pins, and because the pins slip in so 
easily without forcing. 


Molded lug ends never wear out, never scuff, and they 
enhance the appearance of any watch. 


Only Kon-ite Straps have molded lug ends. Made by 
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SPEAKING OF 


E, here at JC-K, are firm ‘be- 

lievers in the good neighbor 
policy, inter-hemisphere amity, and 
all that. 

However, our Latin American 
friends are driving us gradually 
dotty in one little matter and we 
wish they'd stop. 

Here’s the situation: 

Our Argentine counterpart, La 
Revista Relojeria (which we are 
informed, means “Jewelry Review’), 
is a splendid magazine. In fact its 
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most recent number, a 4th anni- 
versary affair, gives evidence of 
rivalling our own robust proportions. 

However, one advertisement ap- 
pearing in La Revista gives us con- 
stant shudders. We've been watch- 
ing it for almost a year, now, and 
each month it seems to get worse— 
although actually it hasn’t changed 
at all. Since we don’t read Spanish 
were not too sure what the text is. 
But that isn’t what bothers us any- 
way—it’s a picture! 

Presumably, the ad relates to some 
painless method or gadget for at- 
taching earrings—and that’s okay. 
But the illustration depicts a sweet, 
innocent, ten-year-old South Amer- 
ican Miss having a railroad spike 
driven forcibly through her ear lobe. 
The look on her face is one of com- 
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plete anguish, we might add—and 
even though this sort of thing has 
been happening to her month after 
month, she doesn’t seem to be get- 
ting accustomed to it. 

Please, gentlemen of Buenos 
Aires—do something! How long 
must this child be subjected to such 
excruciating punishment? Have you 
no pity? Have you no chivalry? 

Next month please allow the girl 
to wear your fancy gadget—and 
assume a sweet, childlike smile again. 


o 


rok the past year Charles T. 

Sterken, New Orleans, La., 
jeweler, has been “personal editor” 
of Action!, a magazine devoted to 
the interests of the 3300 members 
of the Young Men’s Business Club 
of New Orleans. Writing under the 
heading “Gems of Observations,” 
he has tossed bouquets and brickbats, 
offered advice and criticism and, by 
the way of variety, personal items of 
interest concerning various members. 

Under the club’s regulations the 
privilege of writing the personal 
column must change hands yearly. 
Therefore, Mr. Sterken must bow 
out and make way for another writer. 
However, as a result of his year’s 
service to the club membership, he 
has made many new friends and, 
presumably, his business has_ bene- 
fited as well. 

The title of Mr. Sterken’s last 
column was peculiarly appropriate 
for a jeweler. As a “swan song’”’ it 
was called “‘This is for Keeps.” 


Jewelers 


(ircular: 
Kev stone 
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OU’VE probably read about it 

in the newspapers already, but 
since the story (perfectly true!) 
concerns a watchmaker, we'll re- 
peat it here. 

In January, 1940, Arthur Pacific, 
a Paterson, N. J., watchmaker, told 
his wife “I’m going down to the 
corner for a few beers.” 

Six and a half years later he re- 
turned home and announced “I'll 
never take another drink in my 
life.” 

What happened? WCTU get him? 
Ray Milland frighten him? Nothing 
so tame, we fear. 

After knocking off a beer or two 
Mr. Pacific met a few friends and 
wandered over to New York. A few 
more beers were downed. The next 
thing he knew he was coming to in 





the hold of an Italian ship which 
was making its way through the 
Straits of Gibraltar. He had, in 
short, been shanghaied. | 

Docking in Naples, Mr. Pacific 
explained his plight to Italian of- 
ficials. Right away they clapped 
him into prison on a charge of eés- 
pionage. Later, as the war pro- 
gressed, he was sent to Germany 
where he spent much time in concen- 
tration camps at Belsen and Buch- 
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PARKER “51” 


Fastest Seller in Jewelry Store History 
jTHE PARKEK PEN COMPANY — JANESVILLE, WIS. 
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enwal 
ing ability was disclosed, he was put 


to work in a German optical factory. 
He remained there until last June 
when his son, through the efforts of 
a Congressman, won his repatri- 


ation. 
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E promised during the course 

of our exposition of the deriva- 
tion of the word ‘“‘watch,” recently, 
to explain what we meant by a 
“clepsydra. Very well, then—we’ll 
do it! Nothing is too good for our 
readers. 

Primitive man’s first attempts to 
keep track of time were, for the 
most part, concerned with shadows. 
The shadow cast by a tree or stone, 
perhaps, or the length and position 
of the man’s shadow itself. Thus 
was born the principle of the sun- 
dial—’way back in the misty days 
before history was recorded. 

However, the sun dial presented 
one obvious disadvantage: it could 
only tell the time when the sun was 
out. That meant it was of no use 
at all at night or in cloudy weather. 

The bright boys of either Babylon 
or Egypt figured a way out of this 
situation at least 2700 years ago, 
probably much more. They devised 
_a gadget known as a “water thief” 


d. Later, when his watchmak-, 


which, by means of diminishing 
amounts of water in a bottle with a 
tiny hole in the bottom would show 
how much time had elapsed since it 
had been filled. In Greek (they al- 
ways had a word for things) the 
word “steal” was klepte and “water” 
hydor, making the hitherto un-named 
contrivance a clepsydra. 

Well sir—clepsydrae became very 
popular and, in a way, complicated. 
And they differed from a sundial in 
telling not only when, but how long. 
During the heyday of the Roman 
Empire, speeches in the Senate were 
timed by a clepsydra rigged up with 
a gong which rang at the end of a 
certain period. It is rumored that 
would-be Roman filibusterers dumped 
mud in the clepsydra’s water, there- 
by getting extended time for their 
arguments. 

Although better than a sun dial, 
the clepsydra had certain disadvan- 
tages, too. Admittedly, it was messy. 
And one had to keep filling the thing 
up at regular intervals or the whole 
set-up would be null and void. Then 
too, the water in the clepsydra would 
freeze and gum things up. This lat- 
ter effect was not noticed for hun- 
dreds of years because civilized 
people stayed where it was warm. 
But when Caesar invaded Britain he 
observed that his clepsydra froze. 
































"Are you sure he's just demonstrating the clasp?" 
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(This, naturally, was in a pre- 
Prestone era.) 

As the smarties have probably 
figured out by now, the sand-glass 
is the child of the clepsydra. Sand 
won't freeze, isn’t messy and, all in 
all, offers better mileage. Sand- 
glasses were in use in, churches and 
whatnot until well into the 18th 
century. 

Come to think of it, we have one 
at home for timing boiled eggs, so it 
can safely be said that they are still 
in use. 


o © 


ERSONALIZED mailing pieces 

which pack a punch have been 
developed by the Hartwell Jewelry 
Co., Oklahoma City, Okla. 

Printed in blue, letter size, the 
advertising piece features a repro- 
duced typewritten letter which com- 
mences “We have written your name 
HIGH in the clouds...to remind 
you that we still feel highly honored 
to list you as one of our customers, 
even though you have not used your 
account for some time.” 

Then, to the recipient’s astonish- 
ment, it is apparent that the firm 
has, indeed, written their name 
HIGH in the clouds. For a drawing 
surrounds the letter and while the 
bottom depicts houses, above the 
message clouds appear. And 
scrawled in black crayon across the 
clouds is the name of the customer. 

No trouble to prepare, since the 
scrawling name on the top is most 
effective when amateurishly done, 
the idea should bring many customers 
back into the fold. 


o 


poaut ZIMMERMAN, a jewelry 

salesman, strode into the police 
station in surburban North Chicago 
with a smile on his face, recently, 
and plunked down a small fine for 
overtime parking. He registered no 
protest, and returned to his car 
which was parked close to the sta- 
tion. ’ 

A few minutes later he was back 
at the station. There wasn’t a smile 
on his face. This time he was mad 
and registered a complaint with the 
desk sergeant. While he was in the 
station, he said, thieves broke into 
a compartment in his car and stole 
a sample case of cigarette cases and 
other jewelry valued at $1,000. 
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A gay and colorful display gives your merchandise a 
gift atmosphere that "asks" for customer attention. 


A Window For the Coming Month 





Theme: 
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Holiday shoppers are in a buying mood but the competition is 3 


keen and your display windows need extra attention to enable 


them to do their job of attracting your share of this trade. 


LTHOUGH “Christmas comes but once a year,” 

it does come every year and the problem of pre- 
senting holiday gift merchandise in a fresh and original 
manner each season calls for a bit of ingenuity. Once 
in a while there is a display idea so good that it bears 
repeating. . . . Lord and Taylor’s bells were such an 
idea and they were used for several years... . but few 
displays have such popular appeal and institutional 
value and ordinarily, something dramatically different 
from last year’s displays will better bring in the busi- 
ness. 

The display illustrated here is colorful and gay and 
gives the merchandise a distinct “gift” atmosphere. A 
tiny wire sleigh heaped with gift packages and mer- 
chandise rests on a cloud of spun glass. The stars which 
are feather light and look for all the world as if they 
had just been cut from cakes of snow and would melt 
at any moment (but which are really made of some plas- 
tic material) serve as display stands for additional mer- 
chandise. The background is a gaily striped paper and 
the sleigh is decorated with holly sprigs and Christmas 
tree ornaments. Copy ribbon nestles in the spun glass. 

The sleigh, a stock display item, new this year, is 
formed of heavy wire painted white and measures about 
eighteen inches in length, overall. Of course, a wooden 
sleigh or even a cardboard one could very well be sub- 
stituted if easier to obtain. The wire unit is quite rea- 
sonable in price, and also comes in a larger size. The 
stars can be suspended with thread or will stand on 
their own. Merchandise can be pinned right into or onto 
them! The spun glass softens the outlines of the sleigh 
and also conceals whatever support is used to make it 
tip at so precarious an angle! Silver “‘flitter” scattered 
on the spun glass gives added sparkle. Clusters of 
Christmas tree ornaments and holly leaves tied with 
red ribbon give the sleigh a festive air. 


COLORFUL EFFECT WITH PAPER BACKGROUND 


A red and white striped paper was used for the back- 
ground and also to wrap the gift packages in the sleigh. 
There is also a paper with metallic stripes in multicolor 
which is very attractive. With this, the colors of the 
stripes can be repeated in the Christmas tree balls. Some 
jewelers may object to the use of paper in their win- 
dows, but it frequently is possible to get more dramatic 
and colorful effects with paper than with fabric. If a 
good textured paper is chosen and carefully handled so 
that there are no raw edges of tears visible, it need not 
be at all objectionable. Indeed a good quality paper is 
generally a better choice than a cheap fabric. 
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by VIRGINIA DIXON 


For other Christmas windows . .. . if you can get a 
good paper sculpture or papier mache Santa Claus fig- 
ure or mask, you might have him pointing to a poster 
indicating the number of “Shopping Days to Christ- 
mas!”’ A series of cards for the correct numbers would 
have to be lettered and changed each day on the larger 
poster, but it makes a good eye-catcher! 

The clusters of Christmas tree ornaments can also be 
used with garlands of pine inside the store or against 
the window background. These ornaments fi also be 
tied to ribbons and suspended at various lengths from 
the window ceiling for an attractive effect .... or spiked 
on slender sticks to poke into bowls of evergreen or pots 
of poinsettias for decoration or table settings. 

Santa’s pack or bright stockings may be quickly run 
up from a few yards of scarlet flannel. Stuffed to over- 
flowing with packages and merchandise, they make a 
bright spot. 

Snowflake cut-outs or stars can be pasted to the win- 
dow glass with scotch tape for a delicate and lacy touch. 

It is possible to buy tall electrified candles or you can 
make your own with mailing tubes covered with shiny 
red paper, wired and fitted with miniature sockets for 
candle flame bulbs. 

Children are generally the center of thought and 
attention at Christmas time . ... every place but the 
jewelry store! It is seldom that one sees a window de- 

(Please turn to page 284) 





MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Source 


Texkraft Sales Co. 

10 East 33rd Street, New York © 
Stars—made of plastic Mfd. by Elm Products Co., 238 George 
"Tala-Bal"—4" to. 10" in St., New Haven, Conn. Available 

diam. from Texkraft and other display 

houses. 
Made by Radiant Glass Fibers Co., 

208 E. 27th St., New York. Avail- 

able from Texkraft and other dis- 


Materials 


White wire sleigh or wood 
or cardboard substitute 


Spun Glass (Sylkglass) 
2 Ib., 5 Ib. and 10 Sb. car- 
tons white and pastel 


colors play houses. 
Christmas Tree ornaments Local stores 
Holly sprigs Local stores 
Ribbon—!I" red Local stores 
Silver flitter Local stores 


Texkraft Sales Co. and other display 


Paper Background 
houses. 


Red and white stripe— 
26"—50 and 100 yd. 
rolls 

Metallic stripe on white— 
50""—25' rolls 
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Your best silverware customer 


is a stubborn gal! 
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Stubborn as a mule! 


, She’ll accept no substitute for 1847 Rogers 
_ Bros. She wants to own the best. She’s willing 
' to wait for the pattern she’s set her heart on! 


’ There’s a customer worth having! For if she 
- waits a while, she may have a starting set of 
' 1847 Rogers Bros.— America’s Finest Silver- 
' plate—she’s sure to be satisfied for many years 
~ to come. She’ll remember you and come back 
again and again to add to her service...and to 
make other purchases from you. 


So encourage your silverware customers in 
their stubborness. Our suggestions are these: 


1, Be honest with her about possible delivery. 
Take her order if she insists. 


2. Don’t try to sell her a substitute pattern. 
She may hold it against you later. 






3. Don’t worry your wholesaler. He’s doing 
his best to supply you with your fair share, 
based on our ability to supply him. 


4. Keep your identity as ‘‘Headquarters for 
1847 Rogers Bros.”’ Its 99 years of leadership 
in quality and volume is a sound foundation 
for steady silverware profits—year in, year out 
— in the future. 


We. are making 1847 Rogers Bros. today at 
the fastest rate in our history. We can make it 
no faster and still maintain the quality and 
beauty that make it so desirable. Still there is 
not enough ! 

Until the supply catches up with the demand, 
we are doing our level best to see that every 
1847 Rogers Bros. dealer gets his fair share. 


1847 ROGERS BROS. 
— Cthanieas Chinet ila 


The International Silver Co., Meriden, Conn. 
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Publicity Board Re-organized: 


Beeomes Jewelry Industry Couneil 


Chairman and board majority are retailers under new by-laws. 


Promotional activities to aid jewelers will start this fall; 


payment of pledges to be called now to finance the work. 





HE much discussed and long-awaited cooperative 

promotional campaign by the whole jewelry indus- 
try under the auspices of the Jewelry Industry Publicity 
Board to stimulate jewelry store business in the post- 
war era, took a seven-league stride on October 7 and 8 
to become an actuality. 

Conferring about the round table throughout the entire 
two days, the newly chosen Board of Directors (see page 
232, JC-K for October, 1946) completed the rgorganiza- 
tion of that body, adopted a new name and a new set of 
by-laws, elected officers, and mapped out a program of 
specific activities to be undertaken for the industry— 
most of them to be started within the next few weeks. 

Elected chairman by an unanimous vote was Cecil D. 
Kaufmann, head of the Kay chain. It was the unanimous 
view that Mr. Kaufmann would be the ideal man for 
the job since he is first a retailer, as stipulated by the 
new by-laws, second, a retailer who is acceptable to both 
cash and credit jewelers since he was named to the board 
by the ANRJA, nominated for the chairmanship by a 
director representing NACJ and is himself a credit 
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Directors of the Jewelry Industry Council buckle down to 
hard serious work at their two-day session at the Waldorf- 
Astoria on October 7 and 8. Around the conference table 
starting at the left and reading clockwise are: Carl M. 
Fishel, Trifari, Krussman & Fishel; G. H. Niemeyer, Handy 
& Harman, New York; Frank Milhening, Chicago; Gordon 
Howard, Elgin National Watch Co.; Kenneth |. Van Cott, 
Binghamton, N. Y.; Walter R. Thomas, Atlanta, Ga.; Charles 
T. Evans, Secretary of ANRJA; Edward O. Otis, Jr., William 
G. Thurber, Tilden-Thurber Corp., Providence, R. |.; Jerome 
L. Grant, American Jewelry Distributors; Silas B. Reagan. 
In the rear: Seymour Greenberg, Royal Diamond & Watch 
Co., New York; Byron L. Shinn, legal counsel who assisted in 
the technicalities of the creation of the new organization; 
H. Victor Paul, Wiss Sons, Newark, N. J.; Henry H. Jacobson, 
Jacobson Bros., and Leonard Shiman, Shiman Mfg. Co. 


jeweler. Moreover, because the Kay chain operates on 
a nationwide basis from coast to coast, it was felt that 
Mr. Kaufmann to a greater extent than any other retailer 
would be in constant close touch with local conditions 
in every part of the country—a factor that is highly im- 
portant in a nationwide effort, as this one is to be. 
Other officers elected in addition to Mr. Kaufmann are 
Victor A. Lambert, Lambert Bros., New York, vice- 
chairman; Edward O. Otis, Jr., Otis Co., Providence, 
(Please turn to page 344) 
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New Aggressive 


Advertising Policy 


Mrs. Betty Barton Greco, head of Peacock's 
new advertising and publicity department. 


NDICATIVE of the trend of old-established jewelry 
houses to become more aggressive merchandisers in 
the post-war period is the new advertising and public 
relations campaign of C. D. Peacock Jewelers, Chicago 
—now well under way on a concentrated advertising 
program which contrasts sharply with the former, “We 
can get along without advertising,” policy of the store. 

Peacock’s, established in 1837, and now one of the 
mid-west’s best-known, fine jewelry houses was chary of 
wide spread advertising programs until 1946. The policy 
at that time, instituted by the founders and never 
changed, was simply to build up a jewelry reputation 
on fine lines of sterling, gold, silver, and gems with little 
or no newspaper advertising, and absolutely no mention 
of prices. Although there is no question that this policy 
was successful until World War II, experience of the 
current management indicates that a non-advertising 
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Broadens Scope of Retail Market 


attitude is outmoded—and that the best possible future 
in the retail jewelry field lies in “broadening out our 
scope” via newspaper promotion, outside public relation 
talks by store representatives, etc., to include customers 
in every income bracket. 

The actual swing to advertising took place in January, 
1946, according to Mrs. Betty Barton Greco, head of the 
advertising and publicity department, which was created 
just prior to that date. 

“Our new public relations program includes many 
fundamental points,’ Mrs. Greco explained, “such as 
overcoming the opinion on the part of the. general 
public that Peacock’s is far too high class a store for 
the person of average income, giving customers a better 
idea of our extensively widened lines and price ranges; 
and finally making friends for the store through personal 
contact. For this purpose, we intend to use every type 
of advertising medium intensively. 


Concentrated newspaper advertising plus a 


public relations program which includes 


eustomers in all income brackets, marks 


Cc. D. Peaeoek Jewelers’ suceessiul bid for 


additional business in the postwar period. 
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by ROBERT A. LATIMER 


In a few short months, this Chicago jewelry store has 
leaped into the upper brackets of Chicago lineage users 
—scheduling regular and periodic advertising in all of 
the Chicago metropolitan newspapers, signing up 10,000 
women for personal talks by store representatives on a 
novel basis, bringing in thousands of new names for 
store mailing lists, etc. 

First, newspaper advertising, as illustrated by the 
samples herewith, will be rotated through every depart- 
ment in the store. A definite, systematic policy has been 
adopted whereby every ad is scheduled against a master 
chart, and will feature every line in the store, at the 
seasonal point at which it will bear most fruitful results. 
Advertising is on a weekly basis in some papers, semi- 
weekly in others, and during the month of December, 

(Please turn to page 280) 
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Typical of C. D. Peacock's aggressive 
newspaper advertising are these sam- 
ples of "occasion" ads shown herewith. 


217 








past Sot 
. = Re = 
i a a 
=F 3 ? 
os "4 ~ ee $ 
P aK 
ca 
s 5 ; 
>: ' > # 


%; 





Style Show Wows 
At Store Opening 


YITH hundreds of retail jewelers either in the 
midst of a store modernization job, or planning 
one for the near future, the next question is—“Now how 
shall I dramatize the opening of the new store—how can 
I get the maximum advertising and publicity value out 
of my opening day?” : 
Everybody runs a big ad or two—everyone, or nearly 
everyone gives away souvenirs and/or door prizes— 
everyone has baskets of flowers with congratulatory 
messages all over the place. What can I do that will be 
different—that will not only draw a crowd but will make 
my store stand out from the others? 
An answer that really rang the bell is the one that 


Lord's new store occupies ~ 
advantageous location at 
the intersection of two 
main streets in building 
formerly occupied by bank. 








=) be = About $200,000 worth of 
a jewels is represented 
in this picture of the 


models who Paraded the 
gems at the show. Mark 
Beltaire, columnis+ : 
the Detroit Free ties 
is man on left; Fred T. 
Gottfurcht, owner of 
Lord chain, is a} right 


by SELMA WINEMAN 
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was devised and used last month by Lord’s Jewelers in 
Detroit to mark the opening of their new store at 22000 
Grand River Boulevard—the fourth in the firm’s chain. 
Perhaps it may suggest an idea or two that you can use 
‘n connection with your forthcoming opening. 

Jewelry, store executives reasoned, is largely bought 
for its appearance and style, so what could be more of a 
“natural” than a style show for the grand opening? 
Done in really big league manner, complete with 
lamorous girl models gowned, coiffured and be-jeweled 
in the height of fashion it would not only attract atten- 


Announcement ads (above) 
were used in_ neighbor- 
‘hood newspapers. Invita- 
tions were also sent out 
to direct mail list. 


tion and crowds but would carry over into permanent 
values by planting the idea that Lord’s can be depended 
upon for up to the minute styles in jewelry. 

The result exceeded expectations. Not only was the 
store constantly crowded, but the event received columns 
-of prominent publicity in all the newspapers both before 
and after its occurrence and set every woman in the 
‘district to talking about it. 

The plan and publicity angles were developed and 
‘originated by W. B. Doner and Company, advertising 
agency, which has handled the Lord’s advertising for 
‘some time. Work on the campaign was begun well in 
advance with nothing left to chance. 

First, arrangements were made with the Patricia 
‘Stevens model agency to supply trained professional 
‘models for the show. Philip Beauty Salon was lined up 
‘to arrange the girls’ hair with particular consideration 


‘ for the hair ornaments to be modeled. 
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Contacts were made with the “keyhole columnists” 
on each of the major Detroit daily newspapers who were 
informed that on September 5th they had a date with a 
glamorous model to attend the opening of Lord’s new 
jewelry store and that transportation was being ar- 
ranged in new 1946 cars. Even in this motor center 
new cars are hard enough to obtain so that this partic- 
ular angle in itself was worth a squib. (Nash-Kel- 
vinator supplied the cars.) 

These advance invitations in themselves brought de- 
lighted comments from each of the columnists in their 





“Something different’? was wanted by Lord’s 
Jewelers, Detroit, to give their new store 

a proper sendoff. A fashion show was the 
answer and it really went over big. 


respective papers, most of them mentioning the Lord 
name. 

The usual news of the remodeling of the building and 
other routine matters were, of course, handled as usual. 

On the day of the opening the city’s Mayor Edward 
J. Jeffries, Jr., pinned the Atomic Bomb pin on the 
model designated as “The Atomic Blonde” with more 
newspaper news space devoted to a picture of the event. 

Actually, two fashion shows were given, one in the 
afternoon and one in the evening. Each model called 
on her designated newspaperman and reminded him that, 
“You have a date with me,” and whisked him off in the © 
new car to the show. 

At the new Lord’s store an improvised bar at the rear 
was well stocked and was used freely to keep the press 
happy as well as, on a more intermittent basis, the rest 
of the people attending the showing. 

(Please turn to page 284) 








Christmas Ads and Windows 





To Capture Extra Gift Sales 


Yuletide promotion of jewelry as a gift depends largely 


upon attractive newspaper insertions and attractive window 


displays. Here are some which were successful last year. 


O jeweler in his right mind would dream of leaving 
Christmas off his promotion calendar—it is the 
one peak season of the year. 

And, although window display tactics can, to a certain 
extent, sell the idea of giving jewelry this year, the news- 
paper advertisement is the best way to impress your 
message upon the greatest number of prospective givers. 

Last year, the first post-war Christmas saw many 
jewelers employing extensive campaigns to get the 
Christmas trade. Applications and variations of these 
ideas can be used advantageously this year as well. 

Buffum’s, Long Beach, Calif., set the pace when they 
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by W. B. STODDARD 


came out with a big ad headed “Make This a Golden 
Christmas Symbolic of Everlasting Peace.” Jewelry 
firms all over the west have been stressing golden gifts, 
and the response has been all they could desire. In their 
ad, under the head “Be Beautifully Bejewelled,” Buf- 
fum’s illustrated, priced and described jewel-set gold 
watches and rings for ladies. Under the caption “Give 
Him Gifts of Gold,” they called attention to gold 
watches, cuff links and tie bars, and key chains for men. 

Nieman-Marcus, Dallas, Tex., originated a distinctive 


These two excellent ads succeeded in drawing great 
Christmas gift trade to the advertisers in 1945. 
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This attractive window display featuring watches and 
clocks was used by Arthur A. Everts Co., Dallas, Tex. 


piece of jewelry which could well be adapted by other 
jewelry designers to their own state. This was a map of 
the State of Texas, in 14-K gold; and the Texas seal, 
also in gold. The map has a single diamond, representing 
a city, and this may be placed in any part of the gold 
ornament, to designate any place desired—usually the 
birth-place or present home of the recipient. The orna- 
ment comes in the form of tie clips and chains, grooved 
tie clips, cuff links, and small and large charms. Prices 
ranged from $35 to $95 for the map, and the seal, in 
the form of cuff links, and large, medium and small disks, 
sold for from $15 to $50. The firm ran a special ad to 
call attention to these distinctive “map of Texas” 
novelties, with the caption “Always a Texan.” On the 
map, which was 4x7 inches, were superimposed clips, 
cuff links, charms, etc., and at the bottom the suggestion 
“Golden Gifts for Texans.’ 

The Arthur A. Everts Co., Dallas, Tex., brought 
jewel-set gold adornments to the attention of the public 
through a little folder sent out with all the November 
statements. It said “The Jewelled trail through Everts 
—In the joyous spirit of Christmas giving we offer these 
Christmas jewel suggestions to bring a thrill to someone 
on your Yuletide list: A brooch, crafted of gold and 
sparkling jewel-like diamonds. There is an enduring 
young charm about a bracelet that goes straight to a 
woman's heart. The golden sparkle of topaz plays up 
the shining hue of the decorative links to make an orna- 
ment with a pedigreed look. Yule-time is jewel time, 
so make his gift a bright one, with a flashing diamond 
mounted in heavy yellow gold. Encore for glitter is a 
gleaming jewelled pin of gold over sterling, with mock 
baguette rubies—a colorful costume accent.” 

Another Everts ad stated “It’s a Golden Yellow Christ- 
mas. Let us help you to select just the right gift for that 
particular someone.” A series of windows showed big 
Christmas wreaths with cellophane bells in the center, 
and three step windows covered with black velvet. Here 
were shown gold earrings, floral lapel jewelry, men’s 
wrist watches, men’s rings of plain gold, solid gold snake 
chokers, baby lockets and chains, bracelets, clips and 
charms. In each window were several boxes wrapped in 

(Please turn to page 285) 
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Below—Some of 1945's outstanding Christmas dis- 
plays. The silverware (top) was shown in the 
windows of Robinson's, Los Angeles, Calif. Edna 
Eckert created the Nativity scene (center) for 
selected jewelers. This flatware and hollowware 
arrayed near a mantelpiece was displayed in 
window of Rhodes Jewelers in Seattle, Washington. 








































Institutional Advertising 


Built This Store 


by HENRY H. HUFF 








Mr. Lindquist serves customer in 
the alcove reserved for the sale 
of gems. Entrance to alcove is 
flanked by a display case at the 
left containing the stock of rings. 


Rose shades predominate in the 
wallpaper and carpet of Lind- 
quist gift shop. Watch repair 
department and lay-away office 
are in right corner of the room. 


Carl E. Lindquist puts more 
emphasis on building customers 
than sales, believing — and 
rightly, too — that satisfied 


customers will build volume. 
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N the twenty-nine years that the Carl E. Lindquist 

jewelry store has been in business in Rockford, II1., 
no black type sale advertising or high pressure sales 
methods have been used, yet the business has been an 
outstanding success. 

“We place more emphasis on building customers than 
sales,” says Mr. Lindquist. “If we get customers com- 
ing to the store, the sales volume will follow. That has 
been our policy ever since we started in business.” 

Located in an outlying business center more than two 
miles from downtown Rockford, the Lindquist store 
draws patronage from all over the city and a 70-mile 
trading radius. How this situation was brought about 
is not only interesting reading but also provides many 
valuable pointers that other retail jewelers will find 
helpful. 

It was by mere chance that Mr. Lindquist got into 
the jewelry business. One day in 1916, when daily 
newspapers carried headlines of World War I on their 
front pages, Carl Lindquist encountered Gust Blomquist, 
who had recently opened a furniture store in the rapidly 
developing 14th Avenue business section of Rockford. 
“We have almost every line of business on the street 
except a jewelry store. Why don’t you start one, Carl?” 
said Mr. Blomquist. ““What do I know about the jewelry 
trade?” Mr. Lindquist replied. “I have been in the 
grocery business for five years and I know my potatoes 
but I couldn’t tell a diamond from a hunk of glass.” 

That seemed to settle the argument but as the weeks 
passed, Mr. Lindquist rolled the suggestion of starting 
a jewelry store over in his mind. He was then traveling 
for a dental supply house and in leisure time when he 
visited a town he would stop in the leading jewelry stores 
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and chat with the proprietors. He made inquiry as to 
their sources of supply and the lines that turned most 
rapidly. In the spring of 1917, he quit his road job and 
devoted all of his time to plans for establishing a jewelry 
business. From his interviews with merchants, he had 
got the name and address of a wholesale jewelry house 
that was universally considered reliable and helpful. 
He then called upon the head of that firm and said, 
‘I’m as green as grass when it comes to jewelry. Here 
is the amount of money I have to invest in stock. Tell 
me which lines to buy and how much to stock. You can 
make me or break me.” 

Engaging a combination optometrist-watchmaker who 
had a smattering of jewelry experience, he opened a 
store at what is now known as 1024 Broadway, the 

(Please turn to page 287) 





Mr. Lindquist looks over birthday cake in shape of 
battleship baked in observance of 27th anniversary. 


View of Lindquist store 
from the front entrance. 
In the rear, wide door- 
way leads to gift shop. 
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Samuel Kirk & Son, Inc., Charles at Franklin Street, Baltimore, 
Md., titled this Christmas window, "Kirk's has wonderful gift 
ideas,” and used antiqued wood as a stage for the small 
gaily-costumed Christmas elves who set the holiday theme. : 





HE approach of the Yuletide Season puts the retail 

jeweler in the same position as the producer of a 
Broadway play—stage settings must be designed in 
order to catch the attention of the public. 

But unlike the Broadway producer, who has his audi- 
ence in the theater, free of distractions, the jeweler must 
face the fact that other merchants in the vicinity (per- 
haps even next door!) will be offering competition. The 
Christmas season sees every retailer doing his best to 
capture the buying public’s fancy, and it is up to the 


(Please turn to page 226) 






A series of windows similar in de- 
sign were used by Rank & Motteram, 
Milwaukee, Wis., last year. Large 
lacy snowflakes stand out against 
a background of flaming red. The 
floor is also red on which are set 
tiny figurines and, in each, a tiny 
lamp post bearing the word "Gifts." 















Large candles and a single wreath of 
evergreen with gaily wrapped gifts on 
the floor, gave a simple but effective 
feeling of holiday spirit to a series 
of windows at J. B. Hudson Co., Min- 
neapolis, Minn., last year. Jewelry was 
displayed on graceful plastic stands. 
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On Following Pages 











Black, Starr & Gorham, New York 
City, used a religious motif against 

background of whitened branches and } 
small angel figures interspersed in the 
foreground with fine gift suggestions. 







Wuletide window displays that pack 












a punch ean do much to entice the 


gift-buying public into your store. 


This effective Christmas display was fea- 
tured by E. J. Scheer, Inc., Rochester, 
N. Y., last year. A number of suggested 
gifts were tastefully displayed against a 
holiday background with modern motif. 







Santa Claus takes a prospector's role in 
this window used by Gradwohl Jewelry 
Co., St. Louis, Mo., complete with his 
tools and his papier mache burro. 
Watches occupied the center of display 
flanked by compacts and jewelry ideas. 

















This dancing Santa Claus at- 
tracted much attention to the 
window of Bullard Bros., St. 
Paul, Minn. A group of small 
choir boys added to the charm 
of the display. Star-sprinkled 
folds of silk were carried to 
floor to act as backgrourd 
for the merchandise on display. 








padit umal Window {dea® 
ext Following Pag 7 


Harry Levinson, Youngstown, Ohio, fea- 
tured precious stones in rings, watches 
and bracelets for Christmas gifts last 
year. Single spray of silvered leaves in 
background set the one holiday theme. 





A trio of snow figures 
singing carols under a 
tree of pine branches 
served to focus eyes of 
Christmas shoppers on 
windows of Carl J. Doe- 
derlein & Co., Baltimore. 
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Gifts of the Magi is the theme for this 
original window setting designed by Edna 
Eckert for Black, Starr & Gorham, in New 
York. Tiny figures of the three wise men 
lay their gifts of jewelry at the feet of 
the Mother and Babe. Simulated stained 
glass window boxes, lighted from within 
make an effective background for setting. 


jeweler to design displays which will overshadow those 
of the other merchants in the vicinity. 

Fortunately, the jeweler’s wares lend themselves to 
tasteful decoration—-it might even be said that they out 
strip any other type of merchandise where natural beauty 
is concerned. Thus, the jeweler is one jump ahead of his 
fellow retailers. and by employing originality, care and 
taste, windows which will inspire jewelry as a gift can 
easily be arrange d. 

We present on these pages photographs of Christmas 
window displays which were used last year. Some of 
them, it is true, took a considerable amount of time and 


trouble to design—-others were easily set up with little 
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A LONGINES-WITTNAUER PRODUCT 


OFFICIAL 
POOTBALL 
TIMING 
WATCH 
FOR 150 
COLLEGES 
AND 
UNIVERSITIES 


FRO 


FOR NOVEMBER, 1946 


f7gHONORED WATCH 


All these Colleges and a Hundred 
more will officially Time their 1946 
Football Games with Longines watches: 


YALE 
HARVARD 
PRINCETON 
PENNSYLVANIA 
COLUMBIA 
MARYLAND 
HOLY CROSS 
DARTMOUTH 
CORNELL 
RUTGERS 
ee] hey Ni = 
SYRACUSE 
PITTSBURGH 
CARNEGIE TECH 
PENN STATE 
BROWN 
MAINE 


NORTH WESTERN 
INDIANA 
PURDUE 
NOTRE DAME 
lOWA 
KANSAS 
KENTUCKY 
MICHIGAN 
MINNESOTA 
NEBRASKA 
OHIO STATE 
ILLINOIS 
MISSOURI 
DRAKE 

UTAH 
WISCONSIN 
WYOMING 


ALABAMA 
TENNESSEE 


_ DUKE 


TULANE 
LOUISIANA STATE 
MIAMI UNIVERSITY 
fej 20) rer) 

fe0) tel Wize, 
MISSISSIPPI 
NORTH CAROLINA 
OKLAHOMA 

U.C. LA. 

SO. CALIFORNIA 
CALIFORNIA 

ST. MARY'S 

SO. METHODIST 
TEXAS CHRISTIAN 





display space. 


A white chiffon background with panels of 
dark blue sprinkled with silver stars set 
off the tiny angels floating in clouds of 
spun glass in the Francis and Mead Christ- 
mas windows, Batavia, N. Y. At left was a 
small altar complete with organ pipes and 
choir boys and angel figures. Blue lights 
gave the entire window a “heavenly” look. 




















Hirsch's Jewelry Co., St. Paul, Minn., 
Christmas windows into 
two sections for double the amount of 
The spirit of the sea- 
son was brought out with small white 
plastic tree and the star display units. 


A brilliant red velvet background set off 
the white figure of Santa with his arm up- 
raised in greeting in the Christmas window 
used by Anderson Bros., Washington, D. C. 
Child carolers, tiny angels, colored ball 
trees and holly complete holiday setting. 


or no expense. In either case, however, it is apparent 
that the cost of materials does not, in the last analysis, 
determine a window's effectiveness. The care and effort 
used in arranging the display is far more important than 
expensive materials, specially-purchased lighting equip- 
ment, etc. 

Examine the examples of 1945 windows reproduced 
on these pages. Use them for ideas. It is not necessary 
(or even advisable) to copy a specific window setting 
detail for detail. But treatments and techniques used in 
the various displays shown may be combined and shifted 
in order to produce a Christmas display which will be 
distinctive and, more important, bring Christmas shop- 
pers into your store. 

























Lakein's, Baltimore, Md., used a little 
angel floating in a cloud of spun glass 
as their sole Christmas window decoration. 













THE JEWELERS’ CIRCULAR-KEYSTONE 

















RONSON 
EDSKIN 


MURIEN SAI re C, —~mmmllc his. 
YY nee. Ul [a 7]. ACCESSORIES 





GREAT FUTURE IN 
RONSON 


“DSKIN LIGHTER ACCESSORIES 


Even greater increases in the current 
sensational demand for RONSON 
REDSKIN LIGHTER ACCESSORIES 
are forecast by the above headlines. 
ee Increasing tobacco consumption is 

gaan boosting demand for lighters and stimu- 
lating greater use of lighters already in 
public hands. There can be little doubt 
that a tremendous percentage of this 
increased accessory demand will go to 
the RONSON products, for recent sur- 
veys show 7 to 1 consumer preference 
for the RONSON brand. So great is 
this preference, that in the case of 
RONSONOL Fuel (packed separately 
and in RONSON SERVICERS) it has 
been literally impossible to keep 
production apace. 
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FLINTALL lay cards 
holds 24 envelopes,each 
containing 3 EXTRA- 
LENGTH RONSON RED- 
SKIN ‘FLINTS’. 
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RONSON REDSKIN FLINTWIX display card, similar to FLINT- 
ALL, holds 18 envelopes, each containing 3 EXTRA-LENGTH 
RONSON REDSKIN ‘FLINTS’ and 6 envelopes, each containing 
1 REGULATION LENGTH, HIGH ABSORPTION RONSON WICK 
with INSERTER. 














RONSON REDSKIN “FIVE FLINTER”. 
Each “FIVE FLINTER” is a “safe de- é . 
posit” holder containing 5 EXTRA- ig a 
LENGTH RONSON REDSKIN ‘FLINTS’. & 

Packed in dealer cartons of 24 “FIVE 
FLINTERS”. 


0S am 


RONSONOL LIGHTER FUEL... the new, 
improved, super-life formula. This multi- 
ingredient blend, made especially for lighters 























by lighter specialists, features more, quick, 
clean lights per fueling with consequent less 
frequent refills and a pleasant aroma which 
imparts no fuel aftertaste. 


RONSON SERVICER a hand —— con- 
taining a 4 oz. bottle of RONSO OL, 3 
EXTRA-LENGTH RONSON REDSKIN ‘FLINTS’, 
a REGULATION LENGTH, HIGH ABSORPTION 
RONSON WICK with INSERTER, CLEANING 
BRUSH, and booklet, “HOW TO GET THE 
MOST OUT OF YOUR LIGHTER”, 
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LIGHTER . 
ACCESSORIES \ 
by makers of . \ 
RONSON, World's Greatest Lighter re" \ 
de “Trede Mark Reg. 


METAL WORKS, INC., NEWARK 2, N. 


FOR NOVEMBER, 1946 


> _s . 
et 


Such overwhelming demand is proof 
positive of the superiority of RONSON 
REDSKIN LIGHTER ACCESSORIES. 
And you, as a dealer, know that a prod- 
uct enjoying such public acceptance 
can always be counted upon to build 
store traflic, create repeat business and 
furnish profits. 


* 
CG 





FOR ALL LIGHTERS 


™ 


~~ PRESS... it’s lit! 
SIE RELEASE. ..it’s out 
0, 


DSKIN 


Wy 
































ANTWERP ROSE DUTCH (HOLLAND) ROSE 
Lt. \“ 
N Y 
{<p ¢ 
<— — uy 
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EMERALD CUT MARQUISE PENDALOQUE HEART SHAPE 
—PEARSHAPE 


BRILLIANT CUT (W) 


p on .. } : BAGUETTE PENTAGON TRIANGLE 
rincipal Forms 


Of Diamond Guts WW 













in response to a number of KEYSTONE SHIELD 
KITE 


requests for information on 


the various forms of diamond 








eutting. J€C-K illustrates those 
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SQUARE HALFMOON TRAPEZE 





most frequently encountered. 
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Modern version of an old story ... It's the story of the diamond engagement 
ring as the symbol of love and marriage. And current diamond advertising is telling it in 
a new and dramatic way, with unusual 4-color pages, and with 112,032,208 messages 
through the year in leading magazines. This exciting series is designed tO Kinaie new 
interest in and appreciation for the diamond engagement ring tradition and if speaks 
earnestly, on your behalf, of the importance of seeking the aavice of a trusted jeweler 


De Beers Consolidated Mines, Ltd., and Associated Companies. 


SEE THIS ADVERTISING IN: LIFE + THE SATURDAY EVENING POST - COLLIER’S + LOOK 
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intelligent commercials 


to fine musie and produces a top ranking radio show. 


by RENEE FORBES 


HILADELPHIANS, humming airs from Beetho- 
ven, Brahms, and sometimes Stravinsky, are 
flocking to S. Kind & Sons these days to show their 
appreciation for a Kind-sponsored radio program. The 
program creating such a stir is the Philadelphia Phil- 
harmonic, fifty-five minutes of recorded classical music 
presented every evening over WPEN, a local station. 
The hundreds sent to the 
station and the jewelry store indicate that Philadelphia 
had been 1) starved for some good—really good—music ; 
and 2) fed up with corny, blatant and just downright 
vulgar radio commercials. The letters are about evenly 
divided between those who are simply grateful for the 
good music and those who like the music and think the 
commercials are ushering in a new era in the radio busi- 
ness. 


of letters listeners have 


‘While we had never been in your store, we 
recently went in for something we had previously in- 
tended to contract for elsewhere,’ writes one listener, 
“furthermore, we decided not to go elsewhere, ever, for 
any article sold by you.” 

Loyalty like this needs some explanation. People 
don't make wild promises to jewelry stores without good 
cause. And the good cause in this case is a radio pro- 
gram which combines top entertainment plus commer- 


cials that are tasteful. unobtrusive—and. most important, 
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Yes, 


who write in requesting the printed program mention 


interesting. we said interesting. Many listeners 
that they look forward to the fascinating little stories 
told about jewels by the announcer. 

Here often 


They re in a romantic business and they too otten are 


is something jewelers too overlook. 
content to try to sell diamonds as if they were dentifrices. 
S. Kind has taken advantage of the inherent beauty and 
interest in the things he sells and has devoted his very 
short commercials to them. Says Jerrie Rosenberg who 
writes the commercials: “Of the fifty-five minutes at our 
disposal we use only two and a half for the commercials 
and we slant them toward the type of audience we know 
listens to the Philharmonic.” In spite of the short space 
of time given the commercials, they are by no means lost 
amid the sound and fury of Sibelius and Shostakovitch. 
Two short talks are spotted at the middle and end of 
the program, each ending with the phrase, “S. Kind & 
Sons are gift headquarters for thoughtful giving.” 


half 


minutes have ranged from stories of the famous his- 


The subjects touched on in those two and a 


torical diamonds and the origins of customs involving 
jewelry to the story of the American Gem Society and 
the current fashions in men’s jewelry. Only one voice 


(Please turn to page 289) 
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Alvina Toman modeled these exquisite diamond 
and ruby jewels, designed by Lackritz. The 
diamonds are worked out in a fluted design. 


Catherine Cassidy, Howard Hawks’ new dis- 
covery, models John-Frederics’ mink hat, ac- 
cented by diamond ‘‘atomic” pins by Lackritz. 
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At Hollywood 


Charity Show 


Barbara McAdams of Beverly Hills, modeled 
furs and fabulous diamond jewelry designed by 
Horry Lackritz at the “Turn of the Century" 
fashion show held at the Harold Lloyd estate. 


HALKF-MILLION dollars worth of exquisitely de- 
A. signed diamond pieces were displayed at the gala 
fashion and diamond slow presented recently at the 
Harold Lloyd estate by the Kate Crutcher Juniors, Los 


Angeles society group. The showing of the jewels was 


arranged with Lackritz, prominent Beverly Hills jeweler. 


The fashion and jewel pageant was presented around 
the swimming pool in the lavish gardens of the Lloyd 
estate. An orchestra played during the style revue, 
which featured fashions ranging from 1900 to the autumn 
of °46. Society 


models and the appreciative audience was made up of 


oirls and SIX movie starlets were the 


— 


THE JEWELERS’ CIRCULAR-KEYSTONE 




















a 
s 
” iy 
% a, 
a Fy . 
2 & 
aah Ny 
' \ ~ an 
\A | ® 
¢ \ 
oF \ 
£ 
4 | \ 
. ‘ 
ba, , 
ie A 
¥> 
i Be 
~ } 
oa 
ad 
F 
# , r es Ps 
& % . 
 * 





ea ¥ & ¥ 
* 
% 

a 

%& 


Treaswee of the Ages 








& 
* 





x 
Suet 5 
PR ey 
, 
* * 
* 
he, %. 
: - 
= ™ ee 
a Mase 
> + 
~ 





On tewoung edifices of fable and fact, of Arvo and fulfilment is built the 
glovy of the dicwneneal tte whw sells a (Wiwten jewel , whether the smallest melee 


Ol tithd WUAAtYpAece , rel the Tease of the UG eS . 


HARRY WINSTON. 


RARE JEWEIS OF THE WORTIEL 


SEVEN EAST FIFTY-FIRST STREET-NEW YORK 
220 WEST FIFTH STREET- LOS ANGELES 


~ 
tt 


OWNERS AND CUTTERS OF 

JONKER VARCAS anol RERATOR DIAMONL 
THE WINSTON COLLECTIONS MAY BE SHOWN 
ON REQUEST BY FINE JEWELERS IN YOUR CITY 








1,000 important names in filmland and Southern Cali- 
fornia society. 

The low decolletage shoulder line of the turn-of-the- 
century formals was a perfect foil for three fabulous 
and exquisitely designed diamond necklaces. Diamond 
earclips and rings completed the costumes. 

Modern formal and dinner fashions were highlighted 
by lavish clips and pins. One stellar piece was a fabu- 


lous diamond pagoda-design pin, featuring a 9-carat 


Marjorie Bong, widow of Major Richard Beng, 
air ace, has embarked on a career as a fashion 
model. She is shown here modeling a $100,000 


baguette diamond necklace and ensemble. 


Nancy Payne and Gloria Lloyd bedecked in 
precious furs and a king's ransom in diamond 
necklaces and rings displayed at the show. 


kite-cut diamond in the center, baguettes and round dia- 
monds were used in the outline. Gloria Lloyd, daughter 
of the Harold Lloyds, modelled a stunning white moire 
evening gown, set off by a 15-inch diamond and ruby 
bracelet. With it she wore a diamond pin, made up of 
baguettes and round cuts, attached to a baguette diamond 
choker. Marjorie Bong, widow of Major Richard Bong, 
modelled a sophisticated black dinner gown, relieved by 
a diamond choker featuring the old European crown 
setting, and a 13-carat square-cut diamond ring. 

Lavish patio and beach costumes were also shown. 
Many interesting conversation pieces were used with this 
group, including a hand-chased double dome watch brace- 
let, which was set with diamonds and cabochon emeralds. 
Another interesting piece was a gold candlestick cande- 

(Please turn to page 291) 
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by HELEN ALLEN 
Fashion Director, 
Margaret Ettinger & Co., 
Hollywood, Calif. 


This magnificent $75,000 diamond necklace at- 
tracted much attention at the ‘Turn of the 
Century’ fashion show in Hollywood, Calif. 
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rise and shine 


a lovely Victoria necklace to enhance your charm... 
from morn to 


midnight 
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Victoria simulated pearls are perfection in quality: 


they come to you in the attractive utility Jewel Box 


VICTORIA PEARL CO., LTD. 


Rockefeller Center. New York 20, N. Y 


This Jull-page VUietoria advertisement will appear tn the Nou. (5th Vogue. Other Victoria ads 
will run regularly in Life, American Weekly, Esquire, Look, Ladies’ Home Journal, 


Photoplay, Holiday and New York Times Magazine; Total circulation 21,739,550. 
BE SURE TO SEE VICTORIA’S NEW PLASTIC PACKAGING. 
lf your wholesaler can't supply you, write us for the name of the nearest Victoria distributor 


FOR NOVEMBER, 1946 227 








Store space was less- 
ened by employing this 
trapezoid-shaped recess 
at the front of Blanch- 
ard's, Denver, Colo. 
But it was worth it in 
order to allow customers 
to gaze at the window 
display without being 
buffeted by other pedes- 
trians on the sidewalk. 





Inset Window Prompts Buying Urge 


Recessed area in front of store provides room for casual window 


shopping. results in unhurried purchases by the customers. 


HE pros pe ctive customer doesn t like LO he crowded w he mn looking in a stores 


windows. so Blanchards Jewelry, at 404 Sixteenth Street. Denver. Colo.. 


sacrificed store space to recess their display windows. 

Window shoppers, who as often as not enter the store after having had plenty of 
space in which to stand, leave the main walk and enter a trapezoid-shaped entrance 
area. which has a large display window running out oblique from the door on one 

(Please turn to page 290) 
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in the Limelight 








DREHER BROS. & WIDER 


Importers and Cutters of Precious and Semi-Precious Stones 


48 West 48th Street New York 19, N. Y. 
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*“Wieet the Bride at Jackson's’... 


Lee Giroux, master of ceremonies for this popu- 
lar show, greets a ‘Bride of Tomorrow’ at mike. 


NE of the most successful bridal promotions, which 

pays off every month in the year, is the 15-minute 
broadcast, at 11:15 A.M. every Monday, Wednesday and 
Friday, by Jackson's, the big home furnishings store, 
of Oakland, Calif. Every local bride, and hosts from 
other communities, knows of this broadcast, attends it 
on her anniversary, and tells her friends about it. Thus 
the tri-weekly audience is made up practically of brides 
of yesterday, today and tomorrow—the home makers of 
the present and the future—the clientele they are most 
desirous of reaching. 

The audience is rehearsed before the program starts, 
as the master of ceremonies informs them that they are 
an important part of the broadcast. The announcer says, 
‘““‘We welcome you to this broadcast, where you—” and 
the audience completes the sentence by shouting ‘Meet 
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by WALLACE B. SMITH 


the bride at Jackson’s,’ followed by a loud clapping of 
hands. This procedure is gone through several times, so 
that when the program finally opens, the loud chorus 
‘Meet the bride at Jacksons,’ and the hearty applause 
at once attracts the attention of all who are tuned in. 
The program is broadcast from the firm’s studio on the 
third floor of the Oakland store, over KGO, Lee Giroux 
acting as master of ceremonies. 

In telling of this very successful promotion, Harry 
Jackson, advertising manager of Jackson's, said: 

“Originally it was our intention to have brides on the 
program, the theory being that having a bride as a cus- 

(Please turn to page 291) 
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an affiliate of 


BAUMGOLD BROS., INC. 


: 62 Wot 47th STREET, NEW YORK CET Y¥, N.Y. 


Velee Plant: 305 East 45th Street. N.Y. C. Los Angeles Office: 220 West Sth Street 
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Diamond Tool Research Co. \ © 304 East 45th Street. N. Y. C. 
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“Groom's Room’ Store 
Gives Cupid a Push 


Further indication that the bashful swain is one of the 


Left — Interior of the Krauss store 
in Ambridge, Pa. Below—The Groom's 
Room, in operation, permits the shy 
male to select the engagement ring 
and other matrimonial accoutrements 
in private, away from callous stares. 





world’s worst matrimonial bottlenecks, and details of how 


Krauss Jewelers made more than one lad ‘pop the question’. 


RAUSS JEWELERS, whose Groom’s Room in 
Ambridge, Pa., was featured in JeEweters’ Cir 
CULAR-KEysToNE for September, found an unexpected 
and plus value in this novel arrangement some time after 
it was established. The occasion was primarily a matter 
of giving a helping hand in a human predicament, but 
it worked out to an additionally satisfactory end by 
providing the house with some unexpected business. 
Looking out through one of his show windows at the 
busy main bus stop of Ambridge alongside, Phil Krauss 
noticed a girl who kept staring at the display and 
mumbling to herself. That kept up day after day until 
he felt something must be so seriously wrong as to war- 
rant some action. Thereupon he invited the girl to come 
inside and tell him all about it. 
Mr. Krauss took her right to the Groom’s Room, where 
his sympathetic questioning combined with the carefully 
built up air of privacy to give the young woman con 


by BOB CORRIGAN 


fidence. With patience the whole difhculty became clear. 

She was in love. The other party to the dilemma made 
all the right responses and showed the right interest— 
but only up to a point. The crucial point was not reached. 

Whether the young man failed to realize that he was 
acceptable, whether he feared that there were parental 
objections, or whatever the cause of his hesitancy, he 
just did not get around to asking the all-important 
question. Hence the girl's preoccupation with engage- 
ment rings in the window, and her new habit of talking 
to herself about the situation. 

Once he had the story straight, Krauss turned it all 
over to V. R. Arnold, publisher of the Ambridge Daily 
Citizen, who wrote it up without names and published it 
under the title “Girl Confesses to Jeweler.’ The bash- 

(Please turn to page 301) 
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An ordinary diamond... _ : 2 x YP A Multi-Facet diamond 
2 ee fe eee with 40 extra facets 












cut around the outer rim... 


which gives amazing extra brilliance. 





‘multi-“lacet’ 
means 40 Extra facets _ 


What's behind Multi-Facet’s spectacular The only self-identifiable diamond. 


rise in sales? Here are the major factors. Mit , 
Fair-traded for vour protection. 


More brilliance and intensified color. oe ss Te asec ae erful 
Consistently advertised in the powerfu 


Selected diamonds (only one in 500 used). Saturday Evening Post. 
[Impression of larger S1ze. Selling aids for vour store — displays. 


: : sien ae literature, newspaper ads, radio scripts. 
Perpetual insurance against chipping 


annually renewable). Write for franchise availability. 


DIAMOND CRAFT OF AMERICA 
951 Fifth Avenue, New York 17, New York 


London, Amsterdam. Antwerp 


PAT @ REG US & FOREIGN COUNTRIES © 194€ 
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Texas Hears 


About Everts 





















Versatile Nadine Heiden heads the 
advertising and publicity department of 
the Arthur A. Everts Co., of Dallas, Texas, 


FEW days after the Starlight Operetta opened in 
Dallas last year every paper in town carried a 
two-column photograph showing prima donna Rosemarie 
Brancato admiring a gem-encrusted music box in the 
Arthur A. Everts Co. jewelry store. The photograph 
was a good one: it had human interest and news value, 
and lots of people read the caption beneath it. 

It wasn’t chance alone that brought Miss Brancato, 
the precious music box and the photographer into the 
Everts store at just the right moment last fall. Chance 
was aided and abetted by a young lady with a friendly 
smile and a penchant for poetry named Nadine Heiden. 
Miss Heiden has had full charge of publicity and adver- 
tising at Everts for quite a while now and during her 
regime Dallas has heard a lot about Everts, not only 





Everts ads combine beauty and good 
taste with vigorous salesmanship. Both 
magazines and gewspapers are employed. 
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Ze Speceld . 


THANKS TO 


OVAL IMPORTED 


GLASS STONES 


Much of today’s distinguished jewelry has 
the extra selling-plus of sparkling, durable 
OVAL imported colored glass stones — 
matchless for beauty, unrivalled in their 
close resemblance to genuine mined stones. 
| Mo) mmole) 999 0) (=1¢- M10 01-310 (01010) o BEES} 01-100 18 
OVAL IMPORTED GLASS STONES 


in the jewelry you buy . 


Jewelry by ]. WITKIN & SON 


OVAL MANUFACTURING CO., Inc. + 64 W. 36th St., New York 18, 


OVAL IMPORTING CO., Inc. * 212 Union Street, PROVIDENCE, R. | TRUE COLOR, GEM-LIKE, GLASS STONES 
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Newspapers, magazines, radio, 


even museums, keep the Everts 
name before the Dallas public. 


by RENEE FORBES 


Rosemarie Brancato admires a music box 
adorned with gems as Arthur A. Everts 
looks on. Publicity tie-ins like these are day 
in and day out features at Everts’ store. 


through straight advertising but through the news column 
of the local papers and the radio stations as well. 


Keeping the Everts’ name before the public is a big 
job requiring the combined talents of a writer, art 
director, idea-woman and diplomat. Miss Heiden is all 
these—and a poet, too. A graduate of the University 
of Oklahoma and the Chicago Conservatory of Music, 
where her specialty was violin and organ, she later 
studied literature, journalism, and advertising. The 
poetry came later when she began to put her thoughts 
into verse and the verse into a little volume called 
“Tween Us Gals” which has already gone into a third 
printing. Its sprightly, Dorothy Parkerish little 
rhymes caught the women-alone-in-wartime spirit in 
much the same way that her ads for Everts catch the 
loving-and-giving spirit which so effectively sells jewelry. 

Under her guidance a steady stream of advertising 
copy, publicity photographs and news items flows into 
Dallas newspaper and magazine offices. During the 
last few years Everts has used practically every inch 
of newspaper space it could get, so the major part of 
Miss Heiden’s work involves preparation and placing 
of ads. This does not, however, completely overshadow 
her publicity efforts and features like the Rosemarie 
Brancato story are constantly livening up the news 
columns of the Dallas papers. 


Miss Heiden’s technique in handling advertising is 
both simple and effective. She works unaided by adver- 
tising agency, mat service or other ready-made helps, 
although she does frequently make use of manufacturers’ 
mats, display aids, and promotional material that is 
sufficiently in keeping with the style of Everts ads. 


The Everts’ style strikes a nice balance between the 
thoroughly institutional and the down-to-earth product- 
and-price type of ad and its success would indicate that 
just such a balance is perfect for retail jewelry. Photo- 
graphs of beautiful girls looking admiringly at their 

(Please turn to page 292) 
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Costume jewelry is played 
up with as much dignity 
as the most expensive 
diamonds and sapphires. 


This silver tray is one = 
of Everts’ conversation © 
pieces, drawing custom= = 
ers in to look and buy. © 
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True to the tradition of the skilled masters 


of diamond cutting, ae Bros. 
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Delivery by Air 


Gives Detroit Store 
State-Wide Business 


ETAIL delivery of jewelry by airplane is now a 
matter of daily routine since the adoption of such 
a service by the Meyer Jewelry Company of Detroit. 

By means of its own “Meyer Treasure Plane’ this 
company now stands ready to deliver, on a mail order 
basis, to any part of the state of Machigan. 

“The Meyer Treasure Plane will fly to all parts of 
Michigan to deliver Treasure Chest jewelry,” said Meyer 
Rosenbaum, president of the Meyer Jewelry Company. 
“This means that residents of any part of the state can 
avail themselves of the special Meyer Jewelry Company 
services formerly enjoyed only by Detroiters.”’ 

Delivery by plane is promised within 24 hours of the 
receipt of the order. 





FIRST DELIVERY TO GOVERNOR 


To dramatize the new service, the first delivery was 
a gift pen and pencil set to Governor Harry F. Kelly 
at the State Capitol in Lansing. r 
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Capitalizing on the fact that 





Detroit newspapers have a good 
circulation throughout the state, 
Meyer Jewelry Co., Detroit, makes 
bid for mail order business with 


delivery by their own airplane. 


Eliott T. Kadison, general manager of 
Meyer Jewelry Co., hands first package 
to Robert Anderson, pilot, for delivery 
to Gov. Kelly in the state capitol. 


f 
en, Sa 






r. a 
eS a ) 


aS wee 2S 





\A$ ™ “tres recasunn ane 

- THE . : 

Moderis MAIL ORDER servic 
E 


| Air Delivery Servic 
All Michigan - 
Al The A. 





'S BORN 
YER 










THE MEYER Posr.w 

, deeties ‘AR PATTERN og 

DELWERY spp PROGRESS UN, : 
Meyer of = orate FOLDS .. 





ER Vice WILL be 


4 otuiveny re 30 BAY DiIAMoN 

ORAS 

vote MRI 5 sa - MONEY.Bacx GUARANTEE 

@searaace ' f 

deh nts sakes bering us Mepur Teese eat a —_ 

Fa (Nb ewe Ne dik Dac tvaae a m me ne 
ER ND A i ae 
me DIAMOND AND WATCH INsuRep 

we a ¥. amon 

bit butane t= and ar CRED ee meas ass 

‘a dae an al PE ena Tow pra pee 

odd ge nt 7% Om ey oc yam Te 
ie ere “Am te we Mew dik Davey cad 

- aa HARGE Accoy sooo. : 

rar APE TO ALL “r - divided betas yarn : 

ma Mc » ' Svallable 600i! 06 Michions ~ — 

rimming term “72 





5 OFFERED 


. ° Perfect . 
THR “MEYES the Meyer i qe nn aly. Wack apa ren 2 
kaown 7 ame 


PL4NE™ MERC, 100, is ney Chere Score” 


; med £0 millions a5 “7, Aad reputation 
WILL PLY go, erly cncilahle ty ¢ *ressare Chese are. +» backed 
tL head Mache gon Quality”. Tig by 
Py - OF paces. oa 0 the ewe Mone Aig ray ewe 


= 





_ MER 2.48 


se m4 Stan ee : 
a © WOODWARD w Seino cnc py 





~~ 10" tay 
8015 ERNOR Hieamny 
. oo ms x ’ 
: , ‘ 
’ 


é 






“™. 
mS - 
a > 






Customer response from all parts 
of state was immediate following 
full-page ad announcing service. 


For this service Meyer’s obtained a two-engined 
Cessna plane which was sold as surplus by the army. 
The first announcement was made in a seven-column ad 
in the Detroit Free Press. Response from all parts of 
the state was immediate. There was an order for a good- 
sized diamond from Ypsilanti and inquiries on watches 
from widely scattered points within the first few days. 

Airplane delivery service for retail selling is ad- 
mittedly still in its experimental stage. It was instituted 
by Meyer’s as a part of its progressive program to serve 
the entire state as well as the local trade in Detroit. 

For some time this company has been building up its 
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mail order business which is currently about equally 
divided between rural and urban areas. 


DETROIT IS STATE'S SHOPPING CITY 


Some idea of the response to Meyer's mail order cam- 
paign may be obtained from an understanding of the 
status Detroit has in relation to the rest of the state. 
Detroit, as a shopping area, maintains the same role to 
the rest of Michigan as New York City has to the rest 
of the country. . 

To most of us in that part of the United States located 
outside of the City of New York, an article purchased 
in New York has a special souvenir value and a glamour 
of its own simply because it came from New York. It is 
true that the same piece of merchandise can often be 
obtained in the old home town, usually at the same price, 
but it lacks the aura of New York. 

People in out-state Michigan have the same attitude 





towards an item obtained in Detroit, industrial and style 
hub of the area. For this reason Meyer’s offering of a 
mail order service has met with good response. In addi- 
tion, people in small towns and rural areas, where mer- 
chandising stocks are limited because of low volume, have 
been brought up to do their shopping from the mail order 
catalogue. The step to shopping by mail order coupon 
in a newspaper ad is a simple one and easily taken. 
Add to these factors the glamour of an engagement 
ring or a gift delivered by airplane and you have a 
natural situation of interest to an air-minded generation. 
This is what the Meyer Jewelry Company has done. 
Mr. Rosenbaum concedes that, during the early part of 
the service at least, airplane delivery is more expensive 
than the volume justifies and that most people would 
be content to wait for an extra day or two for delivery. 
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However, the advertising value of plane delivery is 
expected to counteract the increase in delivery cost over 
a period of time. 

Unexpectedly enough Meyer’s entrance into the mail 
order field as jewelers to the entire state did not neces- 
sitate a material increase in their advertising budget 
They took advantage of the fact that the Detroit papers 
have a good circulation throughout the entire state. 

While most people outside of Detroit buy the news- 
paper of their locality, almost all have a subscription 
at least one of the Detroit dailies too. 

All that Meyer's did when they first opened their big 
for mail order business was to include a coupon in the 
corner of their regular ads applying for a charge account 

These were followed up with a regular form applica- 
tion for charge accounts including credit references 
These were checked with the credit bureaus in Detroit 
which have affiliations throughout the state. 

In the future a small picture of the airplane is being 


by H. F. REVES 


Robert Anderson, the pilot, de- 
livers the first package which 
contains a gift pen and pencil 
set for Gov. Kelly, to secretary 
Arlon Ley, in governor's absence. 


added to the mail order coupon as a symbol of the new, 
speedy delivery system. 

Meyer’s runs merchandising ads twice a week in the 
Detroit dailies, on Monday and Friday, rotating between 
the News, Free Press, and Times. Optical ads are run 
on Wednesday and Thursday, also rotated between the 
three papers. 

Thus, Meyer’s has been able to enter the mail order 
business without materially increasing their newspaper 
advertising budget, without conducting an extensive cam- 
paign in papers through the state, and without issuing 
a special catalogue, at least to the present. 

In addition to its value in the mail order field, airplane 
delivery is expected to offer advantages for institutional 
advertising even in the Detroit area as it exemplifies the 
progressive spirit of the organization. 
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BLUE & WHITE 


This Company, the only stone house specializing exclu- 
sively in GENUINE ZIRCONS, has available for imme- 
diate delivery any quantity of beautiful blues and whites in 
all sizes. Qualities for every grade of jewelry from Sterling 


to Platinum. 





For Dealers interested in quantities we 
have original unopened lots exactly as 


received, as well as special sorted qualities. 





JAMES A. DRILLING COMPANY, Inc. 
2 WEST 46th STREET 
New York 19, N. Y. 


Phone: LOngacre 3-3033 
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Remodeling Reminders... 


Are you sure you’ve looked far enough ahead in planning your 


store remodeling? Here are a number of points you may have 


missed and which should be considered before you start the job. 


by MERRILL MORRIS 


AREFUL planning of remodeling activities now 

can save much unnecessary trouble, worry, and ex- 
pense later on. Too frequently, those who modernize 
jump into their respective projects without sufficient 
thought for the future. Consequently, after a year or 
two costly changes must be made—changes which could 
have been avoided through adequate forethought at re- 
modeling time. 


LOOK AHEAD IN YOUR PLANNING 


Before any work is begun, construction and modern- 
ization plans should be analyzed in light of the long 
term pull. Before a single nail is driven, one should 
answer the questions: Will the work I am planning be 
obsolete in a short year or two? Are there jobs which 
could be done cheaply at modernization time, but which 
would prove expensive if handled later as separate 
projects? Would it be more sound to use better quality, 
longer-lasting materials and equipment than the less 
expensive items we are using now? Are we contemplat- 
ing any construction activities now which will require 
extensive change at an early date? 

Answer these questions for yourself, and then con- 
sider seriously the following “remodeling reminders:” 

1, Although you may not be thinking of installing an 
air conditioning unit until “sometime in the future,” con- 
sider the probable wisdom of installing suitable duct- 
work for such a unit now. Because a great part of the 
cost of installing an air conditioning unit stems from 
the expense of installing duct-work (in an old building), 
it is often much less expensive to take care of this part 
of the installation while other remodeling activities are 
going on, even though the conditioning unit itself may 
not be put in for a considerable time. Careful analysis 
of this matter can save you much money in the long run. 
For best results, consult a good engineer on the matter 
for advice. 

2. How is the wiring in your building? If somewhat 
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old, perhaps a rewiring job now, while the building js 
torn up for remodeling, would be wise. For economy's 
sake, take care of as many different modernization jobs 
at one time as possible. Thus, the interference of con- 
struction activities with your use of the store can be kept 
to the minimum amount of time. 


BEST MATERIALS LAST THE LONGEST 


3. Check personally the quality of materials used in 
reconstruction. Know what is being used in your build- 
ing. Insist on high quality equipment and materials 
which will last a long time—and not require expensive 
replacement at an early date. Check especially on paint 
quality (cheap paint chips easily), wood quality (poor 
wood may shrink), hardware quality (mediocre hard- 
ware items break readily), wallpaper quality (good 
wallpaper lasts longer), fixture quality (high class fix- 
tures will often outlast inferior ones two-to-one), etc. 

4. Would a “call” or signal system serve an efficient 
purpose in your building? During remodeling is an 
economical time to install one. 

5. When selecting linoleum or carpet patterns, wall- 
paper designs, etc., for economy’s sake, choose designs 
which are small. Large. designs often necessitate much 
waste in matching up the pattern when piecing or patch- 
ing must be done. 

6. How is the plumbing situation? Would renewal of 
certain equipment at this time save money in the long 
run by preventing the need for expensive “tearing out” 
operations at a later date? 

When modernizing plumbing, be sure to provide for 
adequate clean-out plugs and vents. Readily accessible 
clean-out plugs can prevent many an expensive plumber 
bill in the future. 

Shut-off valves in the plumbing system should be lo- 
cated with an eye toward convenience. The days of 
placing such valves where they can be neither found 
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608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 
































FOR NOVEMBER, 1946 255 





ae of Whe. Mord 


--- A Merchandising Primer f= 


Included here are from the left: 
rough citrine or quartz topaz, 
emerald cut quartz topaz, and at 
far right, six cut gems of pre- 
cious topaz. All are from Wm. V. 
Schmidt Co., Inc., New York City. 


A eondensation of the faets and fiction on the 


birthstones in an easy-to-read form for jewelers 


to pass on to their customers. 


NE of the most popular gemstones is topaz, the 

’ birthstone for November. Due to its rarity these 
days, this stone has been elevated to the “precious” 
group of gems and its scarcity is reflected in the high 
prices that “true” or “precious” topaz commands. 

It is generally considered among laymen that all 
yellow stones are topaz and all topaz is yellow; neither 
belief is true. In the first place, a majority of the yellow 
stones that are called topaz today, are actually the yellow 
quartz called citrine or quartz topaz, a stone that is not 
only chemically different from the precious variety, but 
is lighter, softer and less brilliant. However, this citrine 
or quartz topaz as it should truthfully be called, is not to 
be demeaned, for it is a beautiful gem in its own right 
when cut and polished, besides being a tougher stone 
than true topaz and better able to withstand everyday 
wear. 

Precious topaz ranks 8 on Mohs’ scale of hardness and 
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is surpassed only among gemstones by chrysoberyl, 
corundum, and diamond. The interval between it and 
quartz on the scale is much smaller than between it and 
corundum. It possesses an easy cleavage parallel to its 
basal face and for that reason, precious topaz must be 
worn cautiously as a sharp blow may start feathers in 
the stone even though it does not crack it. 

As far as color occurrence is concerned, precious 
topaz has been found in blue, pink, red, green, and 
colorless, besides the most common yellow-brown oc- 
currence. : 

The principal source of the precious variety is Brazil, 
where it has been found in almost all the colors. Other 
occurrences of commercial value are in Ceylon, Russia 
and California. Lesser finds have been made quite gen 
erally throughout the world. 

Citrine or quartz topaz are the correct names for the 

(Please turn to page 296) 
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Rings featuring Zircons of 
extraordinarily fine color and quality 


in exclusive 14 Karat Gold mountings 





of traditional distinction ...Some 


plain-mounted, others set with diamonds 





or rubies. To retail from $25 to $100. 





ROBINSON & SVERDLIK 1N¢. 








<P> 


An = SF SiC oe 


*Reg. U. $. Pat. OF. 








Old Watches 
Miade Into 





N unusual idea, that of adapting lovely old, but 
seldom-used wrist watches, to 14-k. hammered gold 
or luster-finished bracelets with rolled edges has become 
both a potent new business stimulator as well as a fine 
method of increasing wristwatch overhauling and repair 
volume for Marc Frederic, Santa Monica, California, 
jeweler. 

Explaining how this idea for stimulating business 
occurred to him a short time ago, and that he used oe 
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Miodern Bracelets 


Mare Frederic, west coast 























jeweler, makes hit with idea 


of adapting old wristwatches 





to new and modern bracelets, 


by HARRY HELER 


Window display features a repro- 
duction of ad and bracelets in 
various stages of construction. 





Marc Frederic looks over first sample for 
which he used one of his wife's watches. 


Ray Hoelzel, manufacturing jeweler, 
lays out gold strip for a bracelet. 


of his wife’s own watches for the first sample and dis- 
play piece, Mr. Frederic told us he could have sold this 
watch a dozen times during the short time which has 
elapsed since the idea was first conceived. 

The first sale was made to the local Santa Monica 
“Outlook” newspaper publisher’s wife. She brought in 
a treasured watch within about two hours after the ad- 
vertisement announcing the offer appeared. 

One advantage of the transformation which adds to 
its appeal is the unique method of mounting the watch 
on the gold bracelet. Frederic has developed a method 
whereby the watch may at any time be removed from the 
gold bracelet. Another idea well worthy of noting is 
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Some Selling! 


A super salesman having decided that life was 
not worth living started to climb the railing to 


take the fatal plunge. 


An innocent bystander rushed to restrain him 
and there was an animated conversation for a 


few minutes—with the salesman doing most of 


the talking. 


Then both men joined hands and took the 
plunge together. 





THAT’S SOME SELLING — but it’s nothing 
: compared with the selling you have to do to 
make a profit if you buy diamonds under a 
cumbersome system that piles up a heavy dia- 


mond inventory. 


Too much of your profit goes into interest 


charges, insurance charges, inaccurate costs and 


time and money spent on shopping and assorting. 


a 
—_ 
ae 
-— —_ 


_ When you buy your diamond rings in straight — 






sizes at rock bottom prices under the Schless- 








Harwood system you don’t have to be a super Yj 
salesman. Every diamond in every ring we sell a 

is distinctly saleable—at a price that insures you r, = 

a profit. Remember, under the Schless-Harwood ee 
system you order only the exact rings you need 


and every delivery isunconditionally guaranteed. 








-" Sehless Flanupod bo: 


2 Wit b64-SL woot 
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Little Known Gemstones... 












Diopside specimens from the American Museum of Natural 


History 


include green and parti-colored crystals from 


Austrian Tyrol, left, and at right, a crystal from St. 
Lawrence Co., N. Y., and a 7.1 carat light green stone. 


Eighth in a series of articles on those gemstones 


generally unfamiliar to the public but whieh should 


receive the appreciation that is due them. 


HERE is a large and mineralogically complex 

group of iron and magnesium silicates, plus other 
elements, that crystallize in the orthorhombic and mono- 
clinic systems and which are principally found as rock 
constituents—known as the pyroxene group. Among 
them we find a few that are of interest to the jeweler, 
notably jadeite and kunzite, while with others the prin- 
cipal interest is to the collector of rare gems. But 
though a gem may be a rare and unusual one today, one 
never knows when the discovery of some hitherto un- 
known deposit—something which is always likely to 
_occur in the case of a common mineral—will suddenly 
make a change in the supplies of some rare gem and 
make it worth the jeweler knowing about it. Hence, this 
series on some of the rather obscure gem minerals, and 
few are less well known than the green diopside, a cal- 
cium magnesium silicate, which we describe this month. 


260 





by FREDERICK H. POUGH, Ph.D. 
Curator of Geology and Mineralogy 
American Museum of Natural History 


Diopside crystallizes in the monoclinic system. Usual- 
ly it is deep green, and often it is embedded in rock so 
that it is opaque and quite ungem-like. Occasionally, 
however, gemmy crystals have been found, and the in- 
formed collector of unusual gems will always be in- 
terested in them. 

It cuts, when clear, into fairly brilliant light green to 
dark green transparent gems, and occasional crystals 
show a catseye effect. Its refractive index varies, but 
averages about 1.68; it has a good cleavage, (prismatic) 
and its hardness is about 6. Its gravity is also variable, 
averaging about 3.25. The birefringence is moderate, 

(Please turn to page 298) 
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bow-knot designs studded with Oriental 
rubies or sapphires form an attractive ensemble 
Mel-we olaelolas Mm, Alismme ME laleli-)(ollal-mmelacelealil-vilmmerels. 


be worn with Qa modern or heirloom elias 
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EARRINGS PENDANTS BROOCHES BRACELETS RINGS 


SOMERS-ERNST CO., Inc. 


MANUFACTURERS SINCE 1902 


O. J. SOMERS CO. Diamond Importers 
ao wees Apth STREET, NEW YORK 135m. YY: 


“Registered 707 S. BROADWAY, LOS ANGELES, CALIFORNIA 


FOR NOVEMBER, 1946 











This imposing window display of karat gold tableware drew continuous crowds to Drosten's, 


*Thar’s Gold in Them Thar Windows’ 


Perhaps the market for karat gold tableware 


isn’t enormous, but here’s proof that when 


it is displayed it acts as a drawing-eard. 


Two karat gold 
punch bowls, a 
smoker's set and 
an elaborately 
carved gold and 
crystal trophy 
presented to the 
late Charles M. 
Schwab by the 
Chinese Govern- 
ment were among 
items on display. 


by DANIEL JOY 


EWELERS who are looking for a “different” win- 

dow display idea will find an interesting suggestion 

in an unusual stunt that was used recently by William 

G. Drosten of St. Louis, with remarkably successful 
results. 

The technique of assembling or borrowing a note- 
worthy collection of fine gems and using them for a win- 
dow display that will create an outstanding impression 
of richness and value has been widely employed by 
jewelers in many localities. Mr. Drosten took the same 
basic idea but gave it a novel twist that made it com- 
pletely new. 

Instead of diamonds, emeralds and rubies, the window 
was filled with the most magnificent array of gleaming 
karat-gold goblets, bowls, cups, and other articles that 
St. Louis had ever seen. Included in the collection were 
such things as a 114-piece set of stemware, all in 14 and 
18-karat quality, which had belonged to movie magnate 
William Fox; an 18-karat gold punch bowl presented to 
the late Charles M. Schwab of Bethlehem Steel Co. by 
the directors of the American Iron and Stee] Institute 
on the Schwabs’ golden wedding anniversary; a 25-piece 
toilet set that had been the property of Jenny Dolly of 
the famous Dolly Sisters dance team; two gold cups 

(Please turn to page 309) 
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AN OUTSTANDING MEMBE 


OF OUR 


Magic (iicle* FAMILY 


REGISTERED IN THE U. S. PATENT OFFICE 























oR ra Fares 
OUTSTANDING JEWELER 


DISTINGUISHED CITIZEN 
PUNXSUTAWNEY, PENNSYLVANIA 




















We are happy to welcome Mr. Ralph ae ee _ 
Farnsworth to the happy group of out- Pe. — 

standing Magic Circle dealers. In addition _ 
to a busy civic life which includes active 
memberships in Kiwanis, Masonic Order, 
Consistory and Shrine of Buffalo, Mr. 
Farnsworth is respected and regarded as 
an outstanding jeweler. Proud of his Magic 
Circle line which he has exclusively in 
| Punxsutawney, Mr. Farnsworth holds Magic 
Circle diamonds as one of his greatest 
business assets. We are proud to have him 
as a member of the Magic Circle family. 

















Magic Circle diamonds may mean important diat 


Bicinesé ad you, too. An excising franchise in be 









cut diamond selection—nationally advertised. In addi 
Hon, dealer ad mats as well as dignified promotiona 
material are offered regularly to further Magic Circle 
in your community. More and more every day, people 
appreciate scintillating beauty and unparalled charm ro) 
fhe Magic circle around the girdle." : 
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Customers Getting More ‘Choosey’ 


Chicago jewelers report growing tendency toward more selective 


buying on the part of their retail customers now asking for 


branded merchandise. Price consciousness also more apparent. 


by RICHARD LONGDEN 


FAR more “choosey” attitude on the part of Chicago 

jewelry customers is indicative of a growing policy 
of selective buying, several leading jewelry retailers in 
this city report. 

“Selective buying refers to almost every line in the 
store,’ G. Marshall, manager of Marks Bros., Jewelers, 
Inc., a leading State Street jewelry store, stated. “In 
our experience, at least half of the lines carried have 
always required expert selling on the part of sales- 
people—even through the worst of the war shortages. 
There's always been a trend toward selection, and a 
good deal of faithfulness on the part of customers to- 
ward favorite national brands, specific metals, types of 
gifts, ete. 


WILLING TO WAIT FOR NAME MERCHANDISE 


“Perhaps the most concrete indication of selective buy- 
ing which we have noticed is the fact that people are 
now willing to wait for specific merchandise, where be- 
fore they could be converted over to buying another 
brand. In the watch field, for example, during the war 
many women bought any brand of watch for a gift to a 
serviceman overseas, so long as she had the assurance of 
store salespeople that the watch was a good make, and 
would give the required service. The same customers, 
today, are apparently watching national-brand watch 
advertising, and if they cannot buy immediately the 
advertised model desired, they merely put in an order for 
it, and are content to wait—even though salespeople 
may proffer several other lines. The same is true in 
sterling, in costume jewelry, precious metal gifts, etc.— 
in almost every case the customer has made up his or 
her mind to a specific item and will accept no other. It 
is obvious that customers are buying carefully, with 
more emphasis on brands, and quite unwilling to accept 
nondescript merchandise such as frequently appeared 
on display in jewelry stores during the war.” 

At another store, Hamilton Jewelry Company, the 
management pointed out that many newly-introduced 
lines which were highly successful during the war, have 
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become slow-movers since. “I do not refer to ‘war- 
dogs, ” the manager pointed out, “which at best were 
mere substitutes. In other words, many new lines oj 
merchandise in standard fields which were readily sold 
during the war are less acceptable to customers who pre- 
fer to wait for something else. For example, we have 
long featured a line of compacts and cigarette cases by 
a single manufacturer, which went down to a very limited 
quota during the war. Through arduous purchasing, we 
were able to keep this department stocked, by buying 
from several other manufacturers including many whose 
products were unfamiliar to the market. These _ latter 
are being slowly pushed into the background, as cus- 
tomers demand the styling, metals, and even the maker's 
name in buying in these lines. That the same holds true 
with ‘clocks, radios, silver gift items, gold jewelry, etc., 
goes without saying—in almost every instance the de- 
mand is tempered by a desire to buy a specific item.” 

Although the Hamilton store has cleared out most of 
the fill-in merchandise which was necessary during the 
war, several still remain. These will be kept in stock, 
and desirability built up through concentrated adver- 
tising, display, and personal salesmanship. 


CUSTOMERS MORE PRICE CONSCIOUS 


At Lebolt & Company, manager Fred Marienthal 
states that “selective buying” embraces not only brands, 
materials, and particular styles, but price. “It was not 
difficult for a customer to understand why jewelry prices 
should be substantially advanced during the war,’ he 
pointed out, “in almost every line. Now, however, the 
general attitude among the customers, even those of the 
top-income brackets, is that the war is over, and that the 
time has come for prices to go down—despite strikes, 
distributive tieups, and other difficulties. Therefore, we 
continually run up against complaints on the prices of 
items substantially advanced over peacetime price 
levels—where customers during the conflict years would 
éheerfully accept anything at any price for gifts or per 

(Please turn to page 300) 
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YOUR STONE SETTER 
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TRUBLAK 
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--- YOU CAN BUY THE BEST 


TRUBLAK onyx ringstones, regardless of price, are the cheapest 
stones to use. Your stone setter can set them faster because of their 
remarkably accurate fit and unsurpassed finish. He can make more 


money for himself and finish more rings for you. 


Remember, in any stone-set ring, it is the stone which first attracts 
the customer. There are many interior stones being offered costing 
a few cents less than the finest stones that have been produced any- 


where, at any time. 


TRUBLAK black onyx ringstones are again available, in either 
bulf top or Hat top, in single bevel or double bevel, as desired. 


SOLD EXCLUSIVELY TO THE MANUFACTURING JEWELER 


Fle 
ADOLF MELLER 


Lonyoany 


387 CHARLES STREET e © « PROVIDENCE 4. RHODE FSLAND 





America’s first and foremost manufacturers of Genuine Onyx and Synthetic Ringstones 
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One of the first to teach the 
technique of jewelry making 
ie the VA approved school 
with a 3-year course run by 


Harry M. Koons. Los Angeles, 


One of the classrooms in one of two 
buildings which Mr. Koons has bought 
and converted to use for the school. 





Two instructors work with Mr. Koons 
in teaching the students. Here the 
latter instructs a student at press. 


GOOD déal of publicity has been given in the past 
few months to various schools of watchmaking 
which are teaching veterans as well as others this art 
in which there exists a definite need for skilled workers. 
On the other hand, little has been said of any institutions 
that teach general jewelry manufacturing, principally 
because of the fact that there are few schools that go 
into this diversified subject. This despite the fact that 
there is an equal shortage of skilled help in this as in 
the watchmaking field. 
However, one such school has been established at Los 
Angeles, Calif., by Harry M. Koons, west coast jeweler, 
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who compiled the course which has been approved by 
the Veterans’ Administration. 

At the present time the course is open to veterans only, 
the only eligibility requirement being that they must be 
ex-G.I.s in good standing. It is of three years duration, 
50 weeks a year with two weeks vacation in August. 
Two class sessions are held a day, five days a week. The 
first class begins at 8 a.m. and runs to 2:30 p.m.; the 
second from 2:30 p.m. to 9 p.m. Two instructors, both 
experienced in their fields and formerly employed by 
Brock & Company, Los Angeles jewelers, handle the 

(Please turn to page 300) 
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K&B omple, Amplified Stocks Convert Your 


Augmented by recent heavy-imports, K & B’s commanding 
collection of ‘‘The Most Diversified Stock of Quality 
Stones in the World” is again at your service . . . 

ready to scintillate in the jewelry masterpieces of 
America’s leading jewelry manufacturers. Each exquisite 
stone has been painstakingly precision-cut, measured 
and sized by supremely competent craftsmen . . 


each stone of cardinal quality in its class. 





Expedited European deliveries are assuring constantly 
replenished stocks . . . re-eemphasizing the importance 


of Kittay and Blitz as a stone source of first magnitude! 


RITTAY AND Bunz NG. 


22 WEST 48 ST., NEW YORK 19, N. Y. 


IMPORTERS AND CUTTERS ... PRECIOUS .. . SEMI-PRECIOUS .. . SYNTHETIC AND IMITATION QUALITY STONES 
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Clever Design 


Offsets Longs. 


Narrow Look | 


Y the use of clever decorating ideas, the long store 

of the Gerber Jewelry Co., Seventh near Wabasha 

Streets, Saint Paul, Minn., has been made to appear 
much broader, and consequently more roomy. 

In the remodeling and redecoration program, pinkish 
grey was used on the walls, with blue-grey on the ceiling. 
By painting the back wall the same shade as the ceiling, 
an effect of width was obtained, as it gave the illusion 
of bringing the back closer to the front. To further 
break the length, on each side of the store, panels in 
shades of pink and blue were painted above the wall cases. 

The color paneling also takes away the plainness of 
the walls and adds to the interest of the store. | 

Carefully worked-out lighting gives brightness without 
glare, so that merchandise stands out well. 

General illumination of the store is fluorescent, sup- 
plemented by incandescent spotlights scientifically placed 
in the ceiling to throw the maximum and concentrated 
light directly on the merchandise in the cases beneath. 
Cold cathode lighting is used in wall cases. Thus, there 
are no dark corners; the full interior is as bright as it 

(Please turn to page 304) 
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Wall cases and counters slightly 
narrower than usual plus the 
clever use of color, make the 
store appear wider and roomier. 


by ETHEL CORBITT PITKIN 


Glass enclosed wall cases and counters (above) provide 
plenty of display space. Small display units (below) set 
between counters help break up the long lines of the store. 
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® The world’s loveliest pearls in the world’s 


leading fashion magazines. 


e. Millions will see our four-color, full-page 
advertisements, through October, Noventber 


and December in: 


VOGUE GLAMOUR 
HARPER’S BAZAAR BRIDE'S MAGAZINE 
MADEMOISELLE TOWN & COUNTRY 
FORTUNE JUNIOR BAZAAR 


Are you prepared to meet your consumer demand -for Imperial? 


IMPERIAL PEARL SYNDICATE 


Chicago New York Los Angeles 
5 No. Wabash Avenue NiVAstitiMeeAioilits 607 So. Hill Street 
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European Diamond 


Production Growing 


Industry in Low Countries still hampered 
by shortage of skilled labor, but conditions are 


Display of industrial diamonds, 
left, by D. Drukker and Sons. 


by JOSA RUFFNER 





N. R. H. van ESSEN 


Director of the Dutch State 
Diamond Office, Amsterdam. 


improving, JC-K reporter finds. State controls 
working better in Netherlands than in Belgium. 


S a representative of THe JEWELERS’ CiRCULAR- 

Keystone who was in Belgium last month, I had 

the unusual privilege of attending by invitation the daily 

meetings of the “Universal Alliance of Diamondwork- 

ers’ which was in session for an entire week to consider 
the current problems of the industry. 

Forty delegates were in attendance from the United 
States, South Africa, England, Belgium, Palestine, 
France and the Netherlands. Elected to head the con- 
ference as a temporary Executive Committee were the 
following: Chairman P. van Muyden (Holland); Secre- 
tary F. Schoeters (Belgium); R. Dalloz (France); J. 
Tielemans (Belgium); and L. Fierens (Belgium) as 
Assistant Secretary. 

In August, 1946, Belgian production of cut diamonds 
in jewelry qualities was 28,825.69 carats, and 14,076.14 
carats in industrial diamonds. At present, according to 
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Mr. F. Schoeters, president of the Belgian Diamond 
Workers Association, there are 22,000 diamond workers 
in Belgium. Many of these workers are men who have 
come tack from the different countries to which they 
had emigrated to avoid being captured by the Germans, 
such as England, South Africa, Brazil, and Cuba. But 
in spite of the return of these skilled men there are still 
8000 fewer in Belgium than there were before the war 
and because no new apprentices have been trained in 
recent years, their average age is close to 50 years. 

Present minimum wages in Antwerp are 800 Belgian 
francs a week; the experienced worker may earn as 
much as 2000, and if he is exceptionally skilled he may 
make considerably more. The standard work week is 
40 hours. 

At the Official State Diamond Office, your reporter 

(Please turn to page 811) 
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Mr. Camps continually plays up 
the drive-in idea to the exclu- 
sion of all merchandise in ads. 


ALIFORNIA Chamber of Commerce publicity has 

long extolled its State’s record of being first with 

the best, whether it be the climate or the size and variety 

of its hamburgers. It remained with a jeweler, Max V. 

Camps, to provide them with another “first,” a drive-in 
jewelry store. 

A little more than a year ago Mr. Camps was walking 
the streets of Sacramento, California, in a fruitless 
search for a suitable location for a new jewelry store. 
The downtown area was bursting at its seams. No loca- 
tions were to be had. 

Partly in desperation, partly in a pioneering spirit of 
I’ll try anything new, he persuaded himself to take over 
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service, his parking space store does 


Window displays play no part in Mr. Camps’ merchandising 
scheme. Drive-in idea played up in ads brings his trade. 


Jewelry On the Rum... 


While Max V. Camps doesn’t offer car-side 


e 


present a new idea in jewelry merchandising. 


By HAROLD J. ASHE 


a building a mile and one-half from town which had as 
a dubious asset, a large parking area on the corner of 
the lot, with the building set well back from the inter- 
secting streets. Making the most of what he had, Camps 
has since then made that parking area the keystone of 
his success at 16th and V Streets. The one claim to 
distinction that his store had was that it offered drive-in 
facilities and Camps was not long in letting Sacramento 
know that he was the Drive-In Jeweler. . 
“This location has already proven to be twice as good 
as we hoped for,” said Camps. “There isn’t a day goes 
by but what some one comes into the store and comments 
favorably on the idea. An increasing number of people 
object to driving downtown where the parking problem 
is already acute and getting worse, and where it is a 
common occurence to walk several blocks from one’s 
(Please turn to page 305) 
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An exciting new line...An 
amazing range of exclusive 
patterns... Classic styling by 
master craftsmen ... Exclusive 


selling rights in your locality 


Each Treasureland Diamond Ring is a remarkable triumph 
of ring artistry. Flawless cutting, fiery brilliance, clarity 
beyond compare .. . Qualities that call to discriminating 
jewel buyers. Exquisitely styled to fit up-to-the-minute 
fashions and trends, with the name “Treasureland” 
stamped inside each individual ring. An assurance of 
excellence in cutting, brilliance and design and a wide 
range of exclusive patterns give Treasureland rings an 
irresistible beauty, a treasure trove of consumer appeal. 
The guarantee and number of each ring are permanently 
registered by the Treasureland Ring Company. This 
security feature is a mark of quality and confidence, an 
indication of unlimited sales possibilities. Write for de- 


tails on exclusive dealership in your community. 


RETAIL PRICES: 
a $75.00 to $509.09 
Soliteires .......0.00- $65.00 to $500.00 each 


DIAMOND RINGS 





Each Treasureland Diamond Ring is hand- 
somely boxed in a beautifully wrought plastic 
case, lined with satin and cushioned velvet. 
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Treasureland diamonds of perfect beauty with 
matching wedding rings. 


Ye. 





ie ~ ™ 


A Certificate of Guarantee is given with each 
Treasureland Diamond Ring. Bound to each 
ring is a tag listing weight, price, and number. 


reasurcland RING COMPANY 
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‘Browsing Encourages Gift Sales 





Walls of shop are papered with figured, soft-tone wallpaper. 


Homelike appearance of Wallis shop, Fort Atkinson, Wis. 


prompts customers to look around—first step to buying. 















A WELL decorated and managed gift shop brings in The same type and pattern of wallpaper is also used 
a neat profit for P. E. Wallis, Fort Atkinson, Wis- in the jewelry section of the store. 
consin jeweler. The shop has been established for five Gifts at this shop sell from 25 cents to $30.00 and 
years and accounts for about 35 per cent of the store’s cover a wide range of objects. Glassware, pottery and 
business. figurines are, of course, in considerable stock, for they 
The woman who steps into this jewelry store sees the are much in demand in this area. The shop also carries 
gift shop immediately, and the whole layout of the de- a stock of pictures, many of which are displayed on the 
partment appeals to her artistic tastes. In the first place walls and add much distinction to the shop. 
the background is covered with a very attractive, soft “Our gift shop is very popular with the people of Fort 
tone wallpaper with distinctive figuring. This adds much Atkinson and with folks from nearby small towns, 
to the homelike appearance of the gift shop. (Please turn to page 3815) 
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Cultured or simulated necklaces, beautifully packaged 


Sold only through the retail jeweler 


BLUEBIRD e 55 EAST WASHINGTON STREET e CHICAGO 2, ILLINOIS 
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AD POLICY BROADENS MARKET SCOPE 
(From page 217) 





Peacock's is planning to run an ad almost every 
All advertisements are illustrated with sketches 
trom actual articles in stock. 


day, 
drawn 


‘The most important single feature of each of our ads 
is that they play up all price levels,’ Mrs. Greco ex. 
plained. “‘As each ad shows, we bracket the merchan- 
dise into three classifications, one a leader price which 
is in the lower range, another being the moderate Price 
range, and finally the more expensive items. Since the 
leader price is a definite traffic builder, we highlight this 
equally with the more expensive lines, which is a very 
significant change in the store policy.” 


“As an example, in a typical diamond ad, showing 
nine rings, we show a diamond solitaire at $105, while 
at the other end of the scale is a similar ring at $1210, 
These are all stylized ads, containing plenty of colorfy] 
drama, and in each case, we are stressing prices—which 
has heretofore been almost unheard of in Peacock pro- 
motion.” 


Store executives say that the price policy has already 
shown excellent results in a few months. Moderate in- 
come customers have become an increasingly important 
factor in the store’s business which no longer depends 
almost entirely upon the “carriage trade” as it formerly 
did. Thus the base upon which volume is being built 
has been markedly widened and consequently more 
stabilized. 


NOT "MASS MARKET‘ ADS 


Nevertheless, the newspaper ads, all of which are laid 
out by Mrs. Greco, contain plenty of white space and 
shy away from what is generally thought of as the “mass 
market” style. Only a few items are shown in each ad, 
and copy is skillfully written to lay full emphasis on the 
sentimental value of each. At school graduation time, 
for example, one ad which was headed “Such a Number 
of Things!” listed twelve well-chosen graduation presents 
for both boys and girls, covering the entire price range, 
and with enough mortar-board cuts and school “props” 
to make the ad attractive to any gift-giver—rather than 
simply the very wealthy class. 

“We are attempting to get plenty of life into every 
newspaper ad without seeming facetious, or overdoing 
it,’ Mrs. Greco added. “Of course, it is necessary to 
remember that our store has a fine, well-established 
reputation, and that we must continue to maintain 4 
certain dignity in our advertising as well as in our actual 
selling practices.” 

Other ads built on the price policy*have shown sterling 
hollowware from $2 to $60, earrings from $1.50 to $150, 
ete. Nothing is advertised which is not actually in stock 
-—an innate honesty policy which has made many new 
friends for the store. 

Public relations is another field in which Peacock’s 
has “taken a plunge” with excellent results, employing 
a new approach which transforms to positive advantage 
several things which are ordinarily a detriment t 
jewelry store operation. First, requests for donations 
and charitable gifts to worthwhile organizations have 
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been transformed into a source of new customers. Like 
many other larger jewelry stores, Peacock’s averaged 
fifty or sixty calls a week from women’s clubs, social 
organizations, missions, charity groups, etc., who ask for 
contributions to their various drives. Since January, 
these calls have been made the basis for a practical 
public relations program. To each person who requests 
a donation is written a “policy letter’’ with a message 
which explains that although Peacock’s are glad to help 
in their wonderful work, they are not able to do so on 
a cash basis because of the great number of such calls 
which are received. The group is offered instead, an 
interesting program on the “Jewels of Romance’’—a 
dramatized story form of lecture which is delivered by 
the Advertising Manager herself to the group member- 
ship, making it possible for them to charge admission, 
or raise cash subscriptions in any way they feel desirable. 
Mrs. Greco who as “Betty Barton” was on a Chicago 
broadcasting station regularly for ten years, estimates 
that this service will have reached a total of 10,000 wo- 
men within the near future. In addition to her talk on 
“Jewels of Romance” the Peacock store gives the sponsor- 
ing group a “door prize” consisting of such things as a 
piece of costume jewelry, or a bottle of perfume, which 
helps the organization to draw an audience. Also, since 
the store has established a large perfume department, 
tiny glass-rod samples of favorite manufacturers’ per- 
fumes are furnished by the store for distribution at the 
lecture—a simple idea which has won many friends. 
‘“‘We do not accept any group of less than 100 women,” 


Mrs. Greco said, “and we are booked now through March, 
1947, with the jewelry lectures spaced out anywhere 
from a few days to two weeks apart. We give considera- 
tion to all women’s organizations, and have found that 
in many instances, my lecture is the first commercia]- 
ization of such groups since their founding.” Her one- 
hour lecture, which takes up famous jewels of history, 
the romantic stories behind them, etc., is widely sought 
after in Chicago territory. 


ACTUAL JEWELS ARE SHOWN 


Peacock’s realizes actual, direct value from these pub- 
lic relations efforts from the fact that Mrs. Greco carries 
to each lecture a small case filled with choice selections 
from Peacock’s jewelry lines. Before showing them, 
Mrs. Greco announces that no sales will be made, nor are 
there any «bligations upon the audience. She simply 
answers questions, demonstrates modern sstyles of 
jewelry, etc.—and allows the audience to examine the 
items closely. A tremendous volume of interested new 
customers is the result. 

Third, the store is active in building up a direct mail 
list, which will be of value in competitive selling in the 
future. One of the most effective examples was the pros- 
pect folder which Mrs. Greco mailed recently. This, a 
four-part folder done in light blue, with a return mailer 
card at the back, was titled simply “Precious As Pearls” 
on the cover. Inside the folder, a message explained that 
the store customer files were in arrears because of the 
war, and that if the customer wished to be placed on 
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C. D. Peacock’s mailing list for news of important 
jewelry contributions to modern living, she need merely 
fill out the attached card and mail it in. Twenty eight 
hundred of these were mailed out on a “test program” 
and scored the remarkably high return of 35%. “We 
were delighted with this return,’ Mrs. Greco said, “dem- 
onstrating as it did that people are simply interested in 
keeping up with jewelry trends and enough so to be 
placed on our regular mailing list.’ Variations of this 
type of mailing will be used after the first of the year— 
until the store supplements its charge account listings 
with an “active prospect file’ for direct mail selling. 

For Christmas, 1946, Peacock’s is putting out a five- 
color catalogue with a gold and red cover, which will 
be illustrated exclusively with personally-posed photo- 
graphs throughout. Models were selected for beauty, 
coiffures, gowns, etc., to do justice to the Jewelry pre- 
sented. Twenty pages will be devoted to various mer- 
chandise items in the store. 

In addition to the overall advertising program, 
Peacock’s is concentrating on timely topics—such as the 
vastly increased birth rate. A series of ads on children’s 
jewelry, in precious metals, china, wood, etc., with prices 
down to $2 has been scheduled and run. “The theme of 
these ads: was to introduce the youngster to the Peacock 
store early in life,’ Mrs. Greco said, “and we were highly 
pleased with the results.” 

Thus, a quietly-operating Chicago jewelry store, which 
had become almost traditionally opposed to advertising, 
has changed its attitude entirely—and will meet the com- 
petitive market ahead on an aggressive-promotion basis. 





A WINDOW FOR THE COMING MONTH 
(From page 213) 


voted to gifts of children’s jewelry and silverware, Jj 
the space can possibly be spared, it is an excellent ides. 
Many fond relatives would like to give their “small fry” 
something more enduring than toys and candy, but they 
don’t always think of jewelry. 

Religious Christmas gifts are well worth a display, 
too. In fact, for those customers who hold this day tp 
particular religious significance, a separate display of 
religious articles will bring in added business as wel] a 
serving to supplement the Christmas atmosphere in yoy, 
windows. Decorations for such a display should of 
course be more dignified than would be permissible fo, 
other windows—pine boughs, candles and some of the 
attractive little angel figures that are available woul 


be suitable. 


STYLE SHOW WOWS 'EM AT STORE OPENING 
(From page 219) 





A temporary public address system was set up in the 
store, with the credit office at the rear being used as an 
announcing station. Miss Florentine Urban of the 
Doner agency acted as commentator for the show. Show- 
cases were banked solid with flowers from well-wishers 
and formed an effective background for the models, 

The descriptions and values of each gem were given 
as the model paraded at one end of the store. Since the 
crowd was too thick to permit everyone to get a good 
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Any Diamond ... 
Speedy on-approval Service 






Weinberg Diamond Company, Inc. 
Dept. CK, 580 Fifth Ave. 
New York 19, N. Y. 















THE JEWELERS’ CIRCULAR-KEYSTONE 








e. If 
idea. 
| fry” 
; they 


play, 
ay in 
Ly of 
lll as 
your 
d of 
e for 
the 
ould 


G 





sew, a lane was later opened to ellow closer inspection 
mi models strolled through the store and personally 
sce inquiries about the particular pieces they were 
as dceeel, simple, plain clothes were selected by the 
models to set off the beauty of the jewelry. Costumes 
for all occasions were included from tailored suits to 
jinner gowns and the jewelry items were specially 
selected for each specific dress. 

Many of them were expensive pieces borrowed on 
memorandum for the occasion from one of the larger 
suppliers, since the store is in an average-income outlying 
residential area, and naturally, therefore, its regular mer- 
chandise is largely concentrated in the more popular 
price ranges. | , 

When the store opened for business the following 
morning, people were lined up for three blocks. Police- 
men admitted shoppers in groups of fifteen so that store 
personnel would not be overwhelmed. 

The physical layout of the store itself is enough to 
merit attention. 

Obtaining a site which had formerly been a bank 
building, Lord’s had the advantage of ready built vaults 
far superior to anything on which construction would 
be permitted under today’s stringent building rulings. 
There was the disadvantage, however, of the typical 
exterior bank architecture. 

Arnold A. Weitzman, architect, eliminated the bank 
pillars and instead installed a marbelized tiled front, 
using dark green for the lower section and white for 
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the area immediately above the display windows. 

The back windows are frosted to a height of 12 inches 
to form a background for the jewelry display and clear 
above so that daylight is admitted and a view is obtained 
into the store from the outside. 

Advantage was taken of the irregular shape of the 
building. This is a five-sided lot, wide at the front and 
tapering at the rear. Show cases for jewelry are at the 
front and in the hollow oblong island in the wide part 
of the store. 

Fixtures are natural primavera, ribbon grain, custom 
designed by Cadillac Show Case and Manufacturing 
Company. Interior designing was handled by Wallace 
J. Newton. The wall is painted a dulled rosewood while 
the ceiling is chalk white. 

Lighting is by both fluorescent and incandescent re- 
cessed fixtures with a mirror on the inside wall providing 
for cross reflection. 

Fred T. Gottfurcht is owner of the Lord chain. Phillip 
McLeod is manager of the new store. 





ADS AND WINDOWS CAPTURE GIFT SALES 
(From page 221) 


a gifty manner, and a clock with the card: ““TIME—To 
lay away Golden Gifts for Christmas.” 

Featuring their golden gifts, Diamant’s, Kansas City, 
Mo., said “For one dreaming of a gold Christmas there 
are gifts of enchantment for her, gifts of perfection for 
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"Diamond Rings and. Mountings 
Diamond Cluster Rings 


37 WEST 47th STREET 
NEW YORK 19, Noa 
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SYNTHETIC 
STONES 


Galt 


PRECISION CUTTING 


HIGH POLISH 
PERFECT CONFORMITY 
OF SHAPES 


Drilling and Slotting for the Trade 


AURELE M. Gali, INC. 


1909 LIBERTY ST.. TRENTON YN J 
GUAYAMA,, PUERTO RICO 
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‘of these wonderful watches’—Bulova, 











him. To make their Christmas dreams come trye 4; 
year, fashion dictates that the gift must be gold.” 7y, 
listed and priced ear clips and matching pin, earrin 
chokers, bracelets, knives and money clips. Nea; bs | 
entrances of the salesroom was a case lined with black 
velvet, displaying gold chains of various lengths, Ping 
and clips were also included, and it was suggested that , 
combination of necklace and pin was stunning. 

Stanley F. Lovett, successor to Noack’s, Sacrament, 
Calif., used a full page to place gold jewelry before the | 
public. Scattered over the page, with plenty of whit 
space to set them off, were earrings, bracelets, necklaces, 
rings and clips. The ad was captioned “A fleck of gol 
—golden jewelry to gleam on her romantic black evening 
gown; functional golden jewelry to play its staccat 
sunshine on her suit lapel. Golden bands to give a touch 
of the theatre to her afternoon frock. Gold jewelry jg 
news— it’s a fashion story—its a gift she will be ecstatic 
about. For our knock-out suggestion, see our holiday 
displays.” 





ey 


WATCHES ALSO FEATURED 


F. W. Twogood, Riverside, Calif., came out with g 
large ad calling attention to watches for men, it was 
headed ““A Good Watch Will Make It a Swell Christmas. 
Of all his gifts, the one he'll get the most solid satis. 
faction from is a good watch. And that’s true, no matter, 
what his age or job, from the high school era to the 
tycoon bracket. Our Christmas watch collection is now 
in, comprising a splendid range of styles and prices, 
Plenty of serviceable watches for the high school and 
college crowd. Plenty of smart modern styles for the 
young business men. And a group of very fine watches 
for gifts intended to honor the recipient. If these are to 
be engraved, please make your selection without delay,’ 

A clever little ad by another Riverside jeweler, 
Perrins, was headed “Greet him with a hug and a kiss— 
and a Gruen watch.” C. C. Lewis, Long Beach, Calif, 
played up the snake bracelet watch: “Exotic bracelet 
watch. For the woman who demands something of true 
distinction this flexible snake bracelet is the answer— 
modern as tomorrow.” Tappins Philadelphia called 
them “Lights,” the ad advising “Christmas Lights— 
Watch their faces light up with joy when they get one 
Gruen, and 
Longines. 





SILVER FOR HER TABLE 


Even more than for personal adornment, the average 
housewife appreciates silver for giving distinction to het 
table. Up in Port Angeles, Wash., the manager of the 
J. L. Coffey Jewelry Co., told of some of his plans for 
getting the sterling trade: “Suggestive selling is te 
sponsible for much extra business at the holiday season. 
Many women have the essential pieces of a silver service; 
but lack some of the other pieces, so we suggest to the 
lookers ‘Match her set with salad forks, butter spreaders 
or a carving set; add a berry bowl or sandwich plate in 
her pattern.’ Or we advertise, ‘Start a new set for 
young people with a place service of six essential pieces 
of a 24-pe. set.’ We feature these place sets and odd 
pieces in a window trimmed with holly, and show clos 
to the glass one spoon of 18 different patterns of ste™ 
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ling, with the card ‘Come in and look over our assortment 
of sterling patterns.’ ” 

Clever displays do much toward getting a volume 
business in silver at this time. Rhodes, of Seattle, Wash., 
showed a mantel from which the Christmas stockings 
were hung. A wreath of frosted foliage was hung above 
‘t and red candles placed upon it. On a stool by the fire- 
place sat a small boy who had fallen asleep waiting for 
Santa. A fixture in the form of a stylized tree held many 

ieces of small silver, while at the base were salvers and 
other hollowware as well as two cases of flatware. 

Robinsons, Los Angeles, always lay great stress on 
their quality tableware—especially their silver—and 
their last season’s pre-holiday window display caused all 
passersby to pause. It featured traditional silver. In 
one corner was a small Christmas tree, which a ceramic 
figure of early American days seemed to be trimming. A 
big wreath of foliage and holly berries was hung on the 
wall, and red velvet drapes used as accessories. Coffee 
sets, hollowware, and silver candelabra were all given an 


excellent display. 





INSTITUTIONAL ADVERTISING BUILT THIS STORE 
(From page 223) 


street name having been changed in latter years. This was 
in June, 1917. The store prospered so well that just 10 
years later Carl Lindquist had accumulated sufficient 
money to finance the erection of a two-story brick store 
building at 1137 Broadway, which he has since occupied. 

“Consistent advertising and merchandising, never 
spectacular, has been the formula for our success,’ Mr. 


Lindquist states. We handle only nationally advertised 
lines which inspire customer confidence. It requires too 
much time and explaining to sell unknown brands.”’ At 
the present time, 35 per cent of the store’s volume is in 
diamonds; 20 per cent in other jewelry and watches; 
20 per cent in silverware; and 25 per cent in gift mer- 
chandise. The rear portion of the store, arranged like a 
separate room, is the Gift Shop. The watch repair de- 
partment is in the corner of this shop. Patrons who come 
for repairs on timepieces and jewelry walk the length of 
the store and through the gift section. 


BUILT AROUND A PERSONALITY 


The Carl E. Lindquist jewelry store is built around a 
personality, Mr. Lindquist himself. In newspaper ad- 
vertising and on cards in busses of the transportation 
company, Mr. Lindquist’s picture often appears. A 
striking pen and ink likeness of him appeared on a car 
card recently. Most everyone in Rockford is familiar 
with his features. The picture of the store owner, ac- 
companying the advertising message, promotes a feeling 
of confidence. In connection with his picture, Mr. Lind- 
quist often uses the slogan, “If you don’t know diamonds, 
trust the man who does.’ Another slogan frequently 
used is, ““Where Gems and Gold are Fairly Sold.” Mr. 
Lindquist has been a student of the American Gem 
Society for five or six years. 

ga publicity stunt repeatedly used at election time over 
a long span of years is to insert among the political ads 
in the daily newspapers an advertisement containing the 
picture of Mr. Lindquist and the words “Vote for Carl 
E. Lindquist for Public Jeweler.’”’ When election returns 
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CLOSED SEMI-OPEN OPEN 
and STILL LOCKED 


You owe it to your customers 
to protect their valuable pearls 
with the Delgar Safety Clasp* 
Here is the only-clasp which 
positively locks and secures two 
and three strand necklaces with- 
out special action. Easily attached 
to new strands or to restrings. 
Available in 10 and 14 karet 
white gold. 

Write for information regard- 
ing this valuable insurance against 


the loss of pearl necklaces. 


* Patent Pending 


DELGAR, Inc. 


Jewelry Manufacturers 











665 Fifth Avenue, New York 22, N. Y. 





5 North Wabash Avenue 760 Market Street 
Chicago 2, Illinois San Francisco 2, California 


















are broadcast over the local radio station on electi 
night, the announcer says “Election returns are am 
broadcast through the courtesy of Carl E. Lind a 
Your Public Jeweler.” In the newspaper carey tal 
results of the election appears an ad in which Mr. t; 2 
quist “‘extends thanks for being elected unanimous] i 
Rockford’s Public Jeweler.” 


Birthday anniversaries and Christmas have great si 
nificance to the Scandinavian people who are very os 
merous in Rockford, particularly in the section of the 
city where the Lindquist store is located. For ten years 
it has been an annual custom to have a large birthday 
cake baked in observance of the store’s anniversary 
Patrons are invited to visit the store during the birthday 
sale and have a piece of the cake. Cakes for this o¢- 
casion usually weigh 150 pounds and provide 1,200 to 
1,400 servings. Pieces of cake are given only to adults 
but there are sweets for the children. At the time the 
dough is prepared, a diamond ring is secreted in the 
center of the cake. Imitation pearls in capsules, en- 
titling the lucky person to a simulated pearl necklace. 
and bright new dimes are scattered through the cake a 
souvenirs. On one occasion when a young man and his 
fiance came to the store to select an engagement ring, 
during the time the anniversary sale was in progress, his 
girl friend urged him to go and get a piece of cake. To 
his amazement, the piece served him chanced to contain 
the diamond ring. 


y as 


On the Friday after Thanksgiving day, the Christmas 
shopping season is formally opened with a kaffee kalis, 
following an old Swedish custom. During the hours 7 
P.M. to 9 P.M. the public is invited to visit the store. 
Coffee and small cakes are served free to all who come. 
No merchandise is sold but the merchandise displays are 
open to inspection. 


ATTRACTS RURAL TRADE 


To attract the rural trade, Mr. Lindquist has on 
several occasions offered $10, $7, $5 and $3 in merchan- 
dise prizes for the largest pumpkins brought to his store, 
for the pumpkin with the most seeds or for the best 
pumpkin pie. Coal and diamonds both being forms of 
carbon, have something in common. On one occasion, 
Mr. Lindquist had a large lump of coal placed in his 
display window in a setting of diamonds. People were 
invited to make estimates on the weight of the piece of 
coal. When the time came to decide the winner, the coal 
was placed on a scale in the display window and 
weighed in view of the crowd on the sidewalk looking 
in the window. They could see for themselves the 
weight of the coal and compare it with their estimate. 

Throughout the years, Carl Lindquist has been lavish 
with gifts for customers. At the conclusion of a pur- 
chase, he often presents the customer with a souvenir to 
remember his visit to the store. For this purpose he has 
used articles like silver polish, cook books, thermometers, 
spot removers, window cleaners, etc. For the children he 
has noise makers story books and other material of 
juven‘le interest. Gifts are never taken from stock but 
are bought especially for this purpose. If a couple has 
purchased their engagement ring at his store, he watches 
for announcement of the wedding and when sending out 
other merchandise ordered as gifts for the bride and 
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groom, he iacludes one of his own from the store with a 
note of congratulations. Later on, if the couple become 
parents of a new baby, he writes the mother to stop in 
the store when the child is old cnough to accompany her 
and presents the child with a baby ring. 

The Lindquist store has recently completed an ex- 
tensive interior modernization and the new full view 
front is ready except for the installation of vitrolite 
trim. During the remodeling, the ceiling was lowered 
and covered with sound reducing auditone. Conversa- 
tions of a confidential nature, such as the purchase of an 
engagement ring are scarcely audible a few feet away 
due to the sound deadening effect of this type of ceiling. 
The illumination is a combination of direct circular re- 
flector type light and indirect lighting coming from hid- 
den fluorescent lamps in a recessed triangular trough in 
the center of the ceiling. The fixtures of smoky finish 
walnut were built by a local concern. The interior 
modernization was begun in February and required more 
than six months for completion, a job that under normal 
conditions could have been finished in six weeks. The 
fixtures had been ordered in 1945, prior to the close of 
the war, which was one reason why Mr. Lindquist was 
willing to risk the delays and uncertainties of remodeling 
in the immediate post-war period. The store is air-con- 
ditioned. An alcove off the front selling floor is reserved 
for customers who come to purchase diamonds or 
precious stones. The gift shop in the rear room is car- 
peted and the walls are papered with rose background 
wall paper. The jewelry salesroom has an_ inlaid 


linoleum floor covering in mottled effect. A professional 
store planner designed the store. 

Once a traveling salesman himself, Mr. Lindquist 
goes out of the way to be courteous to those who call 
upon him. In the present merchandise shortage era, 
this policy has paid dividends. He is a member of both 
the state and national jewelers’ organizations and well 
known in the trade. If you were to ask Carl Lindquist 
to what factor he owes his success, he would probably 
answer, “tithing,” the Biblical admonishment to con- 
tribute one-tenth of one’s earnings to religious work. He 
believes also that the ethics of Christianity offer the 
soundest foundation for success in any undertaking. 
Here is a store that bears concrete evidence that institu- 
tional advertising pays off. 





SIBELIUS AND SAPPHIRES 
(From page 232) 


is heard on the program, and it is soft and low and in 
keeping with good music and fine jewelry. The an- 
nouncer reads his commercial in the same tone as he 
reads the introductions to the musie with no fan-fares or 
drum rolls to usher them in and out. 

A typical commercial dealt with the first wrist watch. 
The entire speech took a little over a minute of the pro- 
gram’s time. Said the announcer: “On New Year’s day, 
1572, the Farl of Leicester presented to her Majesty 
Queen Elizabeth of England, an armlet of gold, all 
fairly garnished with rubies and diamonds having in 
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FINE DIAMONDS 


Fine diamonds are still serving their age-old function as imperishable, flaming 
messengers of love and confidence between man and woman, heart and heart. And 
never was there a time when they held such deep messages of love and faith as now. | 


We are fortunate in having a well balanced stock of 
excellent diamonds in loose stones and mounted rings 
and jewelry. Every stone is up to the ALLEN required 
standard of quality, in all sizes, and with a price range 
to meet your every requirement. To be sure of QUAL- 
ITY, SERVICE and PRICE send your diamond or- 
ders of every description direct to Benj. Allen & Co. 


BENJ. ALLEN & CO., INC. | 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmiths Bldg. ! 
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the closing thereof a small clock . . . and so, we are told 
good Queen Bess was the first person to own a wrist 
watch . . . It is now almost 375 years since that historic 
day when the first wrist watch was presented to a lovely 
lady as a gift... But today jeweled watches are no 
longer reserved as a luxury for royalty even though they 
may be so elegantly designed that they are truly fit for 
a Queen ...S. Kind & Sons invited you to see their 
collection of exquisite watches in 14 Karat white rose 
and yellow gold, delicately set with diamonds, rubies and 
sapphires ... We know you will find among our selection 
of famous make jeweled or plain watches just the one 
that will please your lovely lady of today ... S, King 
& Sons, Chestnut Street at Broad, are gift headquarters 
for thoughtful giving and a beautiful watch is always 
an acceptable and thoughtful gift.” 

S. Kind & Sons first profited by the affinity between 
good music and good jewelry a little over two years ago 
when they sponsored a program of light classics called 
“Gems of Melody.”’ The response to the program was 
good but it was noted that in the entire Philadelphia 
area there was no show devoted entirely to the serious 
music which so many people are devoted. About a year 
ago the new program was launched with works by classic 
and modern composers of serious music and the response 
was immediate and favorable. 

During the first two or three broadcasts it was an- 
nounced that a bulletin of programs would be available 
to those writing in. Within a month thousands of re- 
quests for the bulletin, along with praise for the 
program, were received. That was the moment when 
everyone concerned knew that the Philharmonic Hour 
had rung the bell. S. Kind had reached a hitherto 
untouched audience of cultured, intelligent people from 
exactly the same strata of society from which many of 
their customers come. 

Testifying to the success of the program is the fact 
that it has been renewed for another year—a year dur- 
ing which thousands of Philadelphians will come to con- 
sider S. Kind & Sons, Jewelers, synonymous with fine 
music, beautiful jewelry—and intelligent commercials. 





INSET WINDOW PROMPTS BUYING URGE 
(From page 238) 


side. On the other side is a large display case, contain- 
ing four shelves. It is bolted to the wall. 

In the big display window are assortments of rings, 
leather bands for wrist watches, clocks, pen and pencil 
sets and lodge emblems. On the four shelves in the 
wall case are, respectively from top shelf to bottom, 
men’s watch chains and charms, necklaces, bracelets 
and compacts. 

The walk of the recessed window area is brown, with 
pink stonework inset. Maroon glass walls line the 
recess, and red and blue neon signs appear above the 
window and door. The door opens into a spacious sales 
room fitted in light-colored furniture and fixtures. 

When the customer walks into the store after looking 
at the outside display he feels unhurried and “unpushed,’ 
all as a result of having had enough space in which to 
just stand and look. 
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DIAMONDS SHOWN AT CHARITY SHOW 
(From page 236) 


jabra ‘studded with diamonds, emerald dyops and ruby 
flames. An exotic piece, worn with a Persian patio cos- 
tume, was a 55-carat catseye ring with a baguette dia- 
mond mounting. 

The use of diamond jewelry on luxury furs provided 
a thrilling sequence as movie starlets Catherine Cassidy, 
Linda Sterling and Barbara McAdams modeled lavish 
diamond earclips and bracelets with the latest in mink, 
broadtail and sable. 

The enthusiastic audience and press agreed that this 
was one of the most beautiful jewel shows ever witnessed 


in Southern California. 





“MEET THE BRIDE AT JACKSON'S" 
(From page 240) 


tomer would result in the maximum number of years of 
purchasing power. However, it soon became apparent 
that such an idea was impractical, for it would be very 
difficult to line up enough new brides to keep the program 
rolling. So, it was decided. to assume that all married 
women are brides, whether they have been married ten 
minutes or sixty years—and the women seem to be 
pleased with the idea. The tone of the program is similar 
to our early morning program ‘Music for the Family,’ 
with no high pressure commercials, no mention of prices. 
However, it is less institutional, in that specific depart- 


ments and specific items of merchandise can be worked 
into the program. The women are in the store, and 
generally stroll through the different departments after 
the program, so specific items of merchandise can be 
brought to their attention if an appropriate opportunity 
arrives. 

‘The format is as follows: After introductory remarks, 
the ‘Bride of Yesterday’ is introduced. She is the woman 
in the audience who has been married the greatest num- 
ber of years. After she has been interviewed she is given 
a $5 merchandise order. We recently had an extremely 
interesting case of this kind. A woman living, not in 
Oakland, but in the Bay region some fifty miles distant, 
came to the studio on her golden wedding anniversary. 
She said she had listened to the programs for a long 
time, and determined to celebrate by coming to the actual 
broadcasting room. It was brought out in the interview 
that she intended to take the $5 she received that day 
and buy some lasting remembrance of her visit. This 
little personal talk from a satisfied customer of so many 
years standing was worth reams of newspaper adver- 
tising. 

“Next to be interviewed is ‘The Bride of Tomorrow,’ 
an engaged girl, who also receives a $5 merchandise 
order. Then a contest is conducted between three house- 
wives, with a fourth acting as judge. Each is asked the 
same question such as ‘What would you do if your hus- 
band came home at 5 A.M., saying he’s spent the night 
with a sick friend,’ or some other domestic problem that 
could be answered either humorously or seriously. A 
different question is propounded at each broadcast, with 





Those in The Know demand. . , 
““‘DURAFFOURG QUALITY” 


Mr. Manufacturer 


Buy direct from the cutters employing skilled American workers 


RING STONES of 
SYNTHETIC or SPINEL 


Facetted or Buff Top 
Also Round Whites and Calibre 


Our Stones will pay you increased dividends in new friends and Sales due to our superior workman- 
ship and attention to your requirements. 


Beautifully Cut and Polished 
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$5 in merchandise for the best answer, and $2.50 for 
each of the others and the judge. The feature of the 
occasion ‘The Bride of Today,’ introduces the woman 
whose wedding anniversary is on the day of the broad- 
cast or closest thereto. She is given articles of mer- 
chandise of nominal value. 

“We have anywhere from 50 to 100 women coming 
into the store to attend the broadcast, and the mail re- 
quests (unsolicited) to appear on the show have been 
excellent. Most gratifying has been the type of woman 
attracted by the program. All have been well above the 
average in appearance and in apparent purchasing power. 

“Of course the value of any show of this type is the 
manner in which it is handled by the master of cere- 
monies. Mr. Giroux has done an excellent job, and 
maintains a fast moving, interesting program, full of 
humor and real human interest. The amount of un- 
solicited advertising is gratifying (for example, one 
woman said recently over the air that she is of the fifth 
generation to furnish her home at Jackson’s). We've 
even had requests to be married on the program, which 
of course was tactfully denied. 

“We have advertised this promotion through five dif- 
ferent mediums: Initial spot announcements on KGO 
running for ten days; the posting of an announcement 
or invitation on our car cards (42 in. card appearing in 
local street cars, interurban trains and buses) for the 
month of June—a car card following the ‘Bridal’ theme; 
general newspaper advertising of our radio programs 
alone or incorporated in general merchandise ads; mail- 





ing pieces inserted in monthly statements; and posters 
and announcements spread throughout the store. 

“At the conclusion of the program Mr. Giroux invites 
all listeners te tune in on the next program, or to come 
to the studio to hear it personally.” 

The studio is an ordinary sizeliving room, comfortab] 
furnished with a soft rug, modern floor and table lamps 
several pictures, drapes, furniture, a cabinet filled with 
individual pieces of quality china and a silver coffee 
service. Early arrivals occupy the modern chairs ang 
divans (there are no more of these than would be found 
in the average well furnished home), but there are 
abundant folding chairs which are brought in to seat aj) 
who attend. Before and after the program the guests 
usually spend some time strolling through the store, 
inspecting the many table and art wares in the large 
main floor gift department, and as parts of an ensemble 
in the other sections, gaining many ideas for both present 
and future purchases. 





TEXAS HEARS ABOUT EVERTS 
(From page 248) 


diamond rings are pointed up by close-up line drawings 
of the rings themselves. In this way facts about price 
and cut are played up equally with the romance and 
beauty of diamonds. Neither element is lost in the 
shuffle because both, Miss Heiden thinks, are of equal 
importance. 

The advertising and publicity director is directly re- 








These 14-Kt. gold Onyx and Diamond 
rings for men are but two of a con- 
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sponsible to the heads of the firm, founder Arthur A. 
Everts and son Myron Everts, and cooperates with de- 
partment heads. She utilizes the work of five or six 
free lance artists, each of whom has a particular tech- 
nique suitable for different types of ads. Miss Heiden 
has a layout board and the essentials of an art depart- 
ment in her oflice so that the artists can do rough 
sketches of merchandise in the store and then finish 
them up without having to take expensive diamond rings 
or heavy silver pieces out of the store. She gives the 
artists rough layouts which they use as guides in turn- 
ing out their finished work. 


PROMOTIONS PLANNED IN ADVANCE 


Everts’ buyers and department heads help the adver- 
tising department by planning promotions in advance 
and buying merchandise with promotions in mind. They 
keep Miss Heiden informed about what should be pushed 
and she plans her promotions accordingly. This is par- 
ticularly helpful in these times of merchandise shortages. 
Goods scheduled to be advertised are held until the pro- 
motion runs, thus avoiding a waste of time, art work 
and energy. 

The department heads are familiar with their stocks, 
values, popularity and potential life-expectancy of their 
merchandise and they know just which stock should be 
moved. At the end of the month each department head 
takes stock of his merchandise and reports to the ad 
department. From there on it is Miss Heiden’s job to 
boost the sale of non-moving goods and to keep popular 
items before the public. 





NATIONALLY 
ADVERTISED 


SHOWROOM HOURS 1:30 TO 5:30 P. M. 
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Everts buyers consider their departments as their own 
little stores in planning, organizing and promoting. This 
results in more effective ads, more integrated promotions. 
After an advertisement appears in the newspapers it is 
not forgotten but becomes the focus of a great many 
activities in the store. Sales people are asked to make 
a point of suggesting associated merchandise as well as 
higher priced goods of the same type. In this way an 
ad on ten dollar compacts sells fifteen and twenty-five 
dollar compacts, cigarette cases and lighters, too. 

Window and counter displays, too, tie in with the ads. 
Department values, little things everyone needs, are 
displayed with prices because, says Miss Heiden, the 
best time to sell customers is when they are in the store 
and have their purses open. 

When asked about recent improvements in advertising 
methods, Miss Heiden revealed a new method of schedul- 
ing ads. A page about the size of a non-tabloid news- 
paper is squared off like a calendar and dated. In each 
space is noted the size ad and the merchandise to be 
used. This calendar is prepared a month in advance and 
gives the departmental activities in one comprehensive 
layout. The schedule, she says, is flexible and goes 
through many changes, but it does increase the effective- 
ness of the advertising. 

Thrift tables‘ are Everts’ answer to the erroneous 
notion that jewelry stores are high priced institutions 
which make a fortune periodically. These tables promote 
merchandise within the $1 to $5 range. These are kept 
up day in and day out and do not interfere with those 
scheduled for special gift seasons. One of Everts’ 14 
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large windows is set aside for this same price group 
and includes goods representative of every department. 
This has proved to be good trafic merchandising the 
year around. 

Diamond promotions follow the same methods as 
those of the rest of the store—but on a bigger scale. 
Something for every pocketbook is the Everts’ theme 
and diamonds are stocked ranging from $25 to $25,000. 
They are played up in ads, window and showcases every 
day of every season, particularly around May and De- 
cember. Diamonds are sold on the store's well-estab- 
lished reputation with sentimental headings and copy 
slanted to attract the young couples who make up 90 per 
cent of the buyers. 


ADVERTISING IS SLANTED 


As for who to sell what, Miss Heiden says there are 
reams of data on the age groups to which jewelry ad- 
vertising should be directed. Everts’ ads are placed in 
newspapers, magazines directed at specific ages and 
groups, on radio and on billboards. Miss Heiden feels 
that the use of all these diverse media guarantees that 
they hit nearly all age groups. 

Radio, newspaper, magazine advertising and publicity 
are all coordinated with store and window displays for 
special promotions and exhibitions. For example, May 
graduation and watches go hand in hand. Month in and 
month out, watches dominate the Everts advertising and 
window displays but at the graduation season they are 
augmented. Beauty and attractiveness make way for 


quantity display both in store and in paid advertising 

In most of the various departments booklets snd 
folders are available for customers. These are supplied 
by the various manufacturers on such subjects as dia. 
monds, silver, china and crystal. These leaflets are 
informative as well as good merchandisers. Direct mail 
is used mainly around the Christmas season and igs more 
or less concentrated on account solicitation and specific 
merchandise promotion. 

Miss Heiden works farther ahead on the Sunday ney. 
paper advertising schedule than she does on week day 
newspaper advertising; approximately one to two months 
ahead on Sunday ads and from one hour before deadline 
to two or three weeks on daily ads. Special promotions, 
however, “pop up like asparagus,” says Miss Heiden, 
and Everts has at times crowded the hour deadline op 
Sunday ads. 


RADIO SHOW TWO WEEKS AHEAD 


Radio programs are usually prepared two weeks in 
advance. Everts has a fifteen minute program on a lead- 
ing Dallas station called “Sincerely Yours.” It features 
sentiment and poetry, combining a masculine voice read- 
ing romantic poetry and a girl’s voice singing songs in 
the same vein. 

Spreading a store’s name abroad the land without 
paying space rates is a fine art which Everts has 
mastered brilliantly. Celebrities, opera, movie and con- 
cert stars all have been photographed in Everts’, admir- 
ing one of the store’s rare and beautiful show pieces, 
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307 Fifth Avenue. N. Y. 


“GIFT-OF-THE-MONTH" 
for Glovember 


AS ADVERTISED IN 


VOGUE 


Bracelet No. 6628 — $240 doz. 
Earrings No. 7134 — $108 doz. 


It’s dazzling — it’s different — it’s dramatic. 
Jay Kel’s newest creation—selected as our 
“Gift of the Month” for November. A 
beautifully designed “jeweler piece” in 
sterling silver completely studded with 
rhinestones, gift boxed. If you have not 
already joined our fast growing list of 
“Gift of the Month” stores, write us to- 
day Remember—“It’s better to sell them 
than to compete against them.” 


JAY KEL, Ine. 


307 FIFTH AVENUE, NEW YORK 16 
Chicago. 36 South State Street 


*Trade Mark Reg. Pending 
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Kept by the store especially for such pictures as the 
one shown on these pages of the opera star and the 
singing bird, the curiosity-jewels include the world’s 
largest green-gold diamond, and a $50,000 “Centennial 
Key” which officially opened the gates of the Texas 
Centennial Exposition. 

Everts owns one of the world’s largest and finest col- 
lections of lava cameos, part of which is on permanent 
display in the Dallas Museum. The collection is just 
one of a number of silent salesmen throughout the city 
which constantly keep the Everts name alive. 

Other such salesmen are reproductions of the original 
documents of surrender of World War II which now 
hang in every classroom in the public schools of Dallas. 
Shortly after the end of the war Everts ran a two-thirds 
page ad reproducing the original document, and offering 
to send complimentary copies in full color suitable for 
framing to anyone who asked. The response was im- 
mediate and overwhelming. Even Washington officials 
requested copics. Finally, a batch was sent to the city 
schools, each document underlined with the Everts sig- 
nature. 

Miss Heiden often ties new merchandise in with 
fashion for publicity. For instance, she showed summer 
white jewelry with a certain designer’s néw shoulder 
treatment. She furnished stories and photographs to 
fashion editors and got good results. 

She maintains close contact through personal friend- 
ship with the woman’s page editors and fashion writers 
as well as the reporters around the City Desk, but she 
makes a point of not asking for publicity but suggesting 
it when there is really something of news interest going 
on in the store. 

Everts is generous with gifts to press writers when 
there is some specific occasion for giving a gift in a 
graceful way. Guests of Dallas newspaper women are 
often pleasantly surprised by a little gift from Everts 
such as the souvenir spoon showing the skyline of Dallas, 
packaged in Everts’ attractive box. 

With sprightly Nadine heading its advertising depart- 
ment and enterprising Arthur and Myron Everts heading 
the firm, Everts can look ahead to many years of top- 
drawer advertising and publicity. 





REMODELING REMINDERS ... 
(From page 254) 


nor reached are over. Furthermore, install a valve sys- 
tem which permits a minimum of units to be shut off at 
one time. Avoid a system which requires many or all 
units to be turned off merely because one or two units 
must be closed out for repairs or other reason. 

7. Is your heating system likely to become obsolete 
soon? If so, make the necessary changes now, while the 
building is under construction anyway. Check especially 
to make sure that your present equipment is giving max- 
imum efficiency for fuel money. For example, does it 
permit use of the most economical fuel for you to use? 
Perhaps a change in heating unit-type would save 
money in the long run through more effective consump- 
tion of fuel. 

Are pipes, etc., properly insulated? If not, during 
modernization is the time to correct this deficiency. Are 
radiators painted so as to give maximum efficiency and 
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heat? If you aren’t sure, consult a reliable engineer on which results in a permanent color of the desired darkep 


this. Some colors and types of paint permit greater shade. It is practically impossible to distinguish th. 
radiator efficiency than others. heated gems from the natural ones. 

During remodeling, identify all piping in the building The following questions and answers are designed to 
with characteristic colors of paint. Then, in case of provide in simplified form that information essentia] in 
need or emergency, specific pipe systems can be readily retailer-customer relations whenever these gems are 
identified. discussed : 

8. Are you planning to install a burglar alarm, a fire What is Topaz? 
alarm or a sprinkler system? Then during remodeling It is a natural mined stone, very rare today, known 
is the economical time to do so. Select the system to fit commonly in the yellow-brown variety but also occurring 
your individual requirements. Before installing them, in blue, pink, red, and green, as well as colorless, 
consult your insurance agent with respect to possible Where is it mined? 
ways of reducing your insurance rates. Principally in Brazil. 

To summarize, keep your building out of service for a How does it look when found? 


It occurs in six-sided crystals. 

How heavy is the gem? 

About the same as diamond. 

Does it have any distinguishing characteristic? 
Yes. It is extremely susceptible to static electricity 


minimum of time by doing as many jobs at once as pos- 
sible. When modernizing today—keep tomorrow con- 
stantly in mind! 





GEM OF THE MONTH = when rubbed will pick up bits of paper. 
s it expensive P 
(From page 256) Yes. Its rarity is reflected in its high price. 

° é 9 ° 
naturally colored yellow quartz which occurs mostly in fe. “>> e stone referred to as ‘topaz” in the 
Brazil. Citrine is an adaption of the French word citrin This is a yellow to brown variety of quartz. 
(lemon) and was given to it because of the color re- What is the correct term for this stone? 
semblance of certain kinds to that fruit. For a long Either “quartz topaz” or “citrine.” 
time this stone has been confused with the precious How does quartz topaz differ from true topaz? 
variety and in many cases today no attempt is made to First it is chemically different; also lighter, softer and 
distinguish it from the true topaz in customer relations. less brilliant. 

As in other varieties of quartz, amethyst for instance, How does quartz topaz wear? 


the color of quartz topaz can be improved by heating Long experience has proven it tough and durable, 
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Scintillating Trio in gold or silver finish, brilliant with rhine- 
stone buckles and tassel-drops . . . NATIONALLY ADVER- 
TISED IN COLOR, and destined to make national sales history! 


BRACELET with sensational new adjustable “wrist-right” fea- 
ture for petite, regular or larger wrists............... $48 doz. 


FLEXIBLE FOB...... $42 doz. * EARRINGS..... . $24 doz. 






ADVERTISING MATS AND COUNTER CARDS FREE! 
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w heavy is this stone: | 
aad one-fifth lighter than the diamond. 


What other gemstones have the same composi- 
‘an ? 
w The quartz family includes: amethyst, agate, onyx, 
rock crystal, carnelian (sardonyx), bloodstone, tiger-eye, 
‘sener, chalcedony, etc. 
ye does quartz topaz look when found? 

Six-sided crystals usually found imbedded in rock 
matrix. 

Can the color of quartz topaz be improved P 

Yes, by careful heating. 


Is such color permanent P 
Yes. It is practically impossible to detect heated gems. 


What is the principal source of quartz topaz? 

Brazil. 

What is “Spanish Topaz”? 

A misnomer for a dark, reddish brown type of quartz. 
“Dark Topaz” would be a better name. 

How is “Spanish Topaz” obtained ? 

Usually by “burning” amethyst (purple quartz). 

What is Cairngorm? 

A cloudy gray quartz which is popular in Scotland. 

What is Cairngorm called in the U.S.? 

“Smoky Quartz’”—(Smoky Topaz is incorrect). 

How old is the name topaz as applied to a stoneP 

The ancients used this name for all yellowish stones. 
It is the second stone in the breastplate of Moses. 

How was the word topaz derived? 

From the Greek word meaning “to seek.” 

Where was the name topaz first used for a 
stone P 

On the island Topazein in the Red Sea. 

Was that stone the same as today’s topaz? 

No, it was probably peridot. 

Why was the island called Topazein? 

It was difficult for sailors to locate because of the fogs. 

What is the name of the island today? 

Zebirget, or Island of St. John. 

What superstitions surround topaz? 

It is believed to be the stone of friendship, to prevent 
bad dreams and to dispel worry. 

The following are the physical characteristics of 
quartz topaz and true topaz: 


QUARTZ TOPAZ TRUE TOPAZ 
Composition ...... Silicon Dioxide 
RIS Pes Aluminum Fluo-silicate 
Mineral Name ....Quartz .......... .Topaz 
I ie aa 2 ints 0h Yellow to brown ...Yellow to brown 
Other Colors ..... DD 6466 bs sak a8 _— blue, green, color- 
ess 
Crystal System ...Hexagonal ......... Orthorhombic 
re CHOGWEE oc0sO cece. 60. cee 3.53 
Hardness ........ T- at<sebosanseeeeen 
Refractive Index. .1.54-1.55 .........¢. 1.62 - 1.63 





OLD WATCHES INTO MODERN BRACELETS 
(From page 258) 


the angle at which the ends of the gold band is trimmed. 
This angle permits the wearer to slip her wrist through 
the opening the narrow way, yet there’s little danger of 
the band ever slipping off the wrist and becoming lost, 
once on. 

All of the bracelets are produced on Frederic’s 
premises by Roy Hoelzel, expert manufacturing jeweler. 
Raw gold strips measuring six by one and one half inches 
form the body of the bracelet.» After a pattern of the 
watch shape is inscribed on the gold strip, this area is 
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cut out permitting the watch to become inset into the 
bracelet. 

Flanges are drawn and attached for the rolled edges 
and either the luster or hammered gold finish is added. 
The bracelet is next shaped to fit the wrist and engraved 
“A Marc Frederic Creation.” Watches are then turned 
over to the repair department for both overhauling and 
cleaning. 

Marc Frederic is the oldest jewelry company in Santa 
Monica, having been established in 1887. They manu- 
facture their own watches, a number of which are worn 
by well known stars of stage, screen and radio; Esther 
Williams, Johnny Weissmueller, to name a couple, are 
Marc Frederic customers. 





LITTLE KNOWN GEMSTONES 
(From page 260) 


the dispersion weak and the dichroism weak in facetted 
gem stones. Large light colored gems have not been 
found, though very dark stones are occasionally available 
in moderate-sized specimens. 

There are two known sources of light colored gem 
material, neither of which produces anything of interest 
today. Probably the older occurrence is in the Austrian 
Tyrol, and in the bordering provinces of Italy and 
Switzerland. Small, free-growing crystals of a light 
green color have been found there for years, to be placed 
in the cabinets of mineral collectors, where they have 
had considerable demand. An Italian publication by 
Mauro (1940) speaks of diopside gem stones of this 





vicinity, though he does not regard them highly. A more 
important pyroxene, according to him, is a violet Opaque 
material called violan, also a diopside, from San May. 
cello in the Piedmont, and he strongly urges the working 
of these deposits. Presumably such an operation woyiq 
produce a massive light violet material which could pe 
cut for cabochons or serve as a decorative stone for smal] 
carvings. 

The beauty of the fine gems cut from this material has 
never been known or appreciated because the materia] 
is so scarce. Excavations in St. Lawrence County, near 
De Kalb, New York, produced, in the latter part of the 
19th Century, some very remarkable crystals. Some 
were up to 4 or 5 inches long, and contain clear portions 
suitable for cutting into gems. Kunz (18.0) goes into 
considerable detail on these stones, and says that stones 
weighing 6 to 8 carats were cut, while the largest crys- 
tals would have made gems weighing twice as much. 
Very few of the gems appear to be extant, or, at least, 
are recognized today. The U. S. National Museum lists 
among their facetted stones only small ones, the largest 
is only 2.2 carats, while the American Museum’s prin- 
cipal stone weighs only 7.1 carats. Nevertheless, the St. 
Lawrence County gems are of a fine and attractive oily 
green color and are larger than most of the Tyrolean 
stones. 

A bright emerald green chromium diopside has been 
reported as being found in Arizona, along with the 
garnets and the peridots on the anthills, but these must 
be very small. A similar material has been found at 
Kimberly, South Africa, in some of the diamond pipes. 
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The most important occurrences of diopside are re- 
mote localities which to date have been but slightly 
exploited. Occasional examples of really attractive deep 
green catseyes have been seen in the market, but they are 
not frequent. Knowing by experienc that the mineral is 
not likely to be rare where it forms, the explanation for 
‘ts commercial rarity probably lies in a lack of interest 
on the part of local dealers who could purchase it for 
shipment to foreign markets. Also, a universal ignorance 
of its very existence as a gem mineral does little to 
stimulate a demand. 

It is reported that deep green chatoyant stones have 
been found both in Madagascar and Minas Geraes, 
Brazil. No stones have been seen in the Brazilian mar- 
ket in recent years, all of the stones which have appeared 
on the New York market having originated in Madagas- 
car. They run up to 6 or 7 carats in size, and when 
properly cut, display a sharp light green streak. They 
appear to be clean, but are very dark in color. Emerald- 
green chrome diopside catseyes have been reported from 


Burma, but they appear to be rare. 


CURRENT PRICES ARE HIGH 


Prices at present are high, and only a collector will 
pay the figures now being asked for cut chatoyant 
stones. However, the writer feels that eventually sup- 
plies of the gem will become more abundant and that 
lower prices will inevitably prevail, once real production 
of this uncommon material starts. Transparent, light 
colored facetted gems, on the other hand, are and may 
remain so rare as to be worth any price a collector is 
willing to pay. 

Before concluding this section on diopside, it would 
not be out of place to clarify the status of two other 
members of the pyroxene group; these being iron mag- 
nesium silicates and magnesium iron silicates respective- 
ly, minerals which are quite unnecessarily discussed in 
most gem texts. Both are rock-making minerals; in the 
very nature of their occurrence the discovery of flawless 
gem material is almost out of the question. Related in 
properties to diopside, they crystallize in the ortho- 
rhombic system and they vary in color from deep green 
magnesia-rich enstatite to the brown iron-rich hyper- 
sthene. Usually they are massive, many intrusions are 
now altered to a soft serpentine in which the fibrous 
character and grain of the original mineral has been so 
well preserved that it shows in the polished decorative 
object. The only facetting stones described are of a 
chromiferous variety of enstatite mentioned by G. F. 
Herbert-Smith as an associate of the chrome-diopside 
and diamonds in Kimberly. They resemble demantoid 
garnets but are doubly refracting. Few stones are larger 
than two carats and cut gems are rarely seen. Larger, 
darker enstatites are reported from Burma and some 
deep green cabochon-cut stones reputedly from that lo- 
cality have been seen in the New York trade, but little 
is known of the occurrence and as gems they have but 
little merit. 

The large family of minerals which are included in 
the pyroxene group also includes the jadeite variety of 


jade. Diopside is the special name for the calcium mag- . 


nesium silicate, hypersthene for the iron magnesium 
silicate, while jadeite is that for the sodium aluminum 
silicate. Naturally extraneous elements can enter into 
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the composition of any of. these minerals, and the sodium 
aluminum silicate of the Mexican jadeite contains a high 
proportion of the diopside molecule. It is quite dif- 
ferent in appearance and in composition from the Oriental 
jadeite and there is no danger of confusion of the two 
types. As a matter of fact, some of the Mexican ex- 
amples might more properly be called diopside than jade, 
though they are usually included under the jade clas- 
sification because of their appearance and use, so similar 
to that of the commoner and better known material. At 
that, the Mayan artifacts are the most widely distributed 
and most easily seen examples of emerald green diop- 
side; often mentioned but rarely seen. 





CUSTOMERS ARE GETTING MORE "CHOOSY" 
(From page 264) 


sonal use. We have broadened out our inventory to 
include all price ranges as a result, and find that the 
ability to offer excellent jewelry selections in all lines 
often saves us a sale which might be otherwise lost if 
we concentrated entirely in the moderate to high-price 
bracket.” 

An excellent example of selective buying trends is 
merchandising of cigarette lighters in all State Street 
stores. Most prominent jewelry stores in the downtown 
Chicago section, as occurred elsewhere in the nation, 
replaced two outstandingly favorite cigarette lighters 
with a variety of new types during the war—including 
sterling silver Mexican imports, novelty aluminum vari- 








eties, trench lighters, prosaic “utility lighters” of th 
type normally found in tobacco stores, etc. Until 4 
proximately the first of June, few stores could obtain 
enough of these lighters, so swiftly did they move as 
gifts and for personal use. Now, however, most such 
newly-developed cigarette lighters are a “drug on the 
market’—as customers, particularly those who haye 
been trading with the stores for a long period of time, 
demand the nationally-advertised favorites which they 
could buy before the war. As a result, cigarette lighter 
displays have diminished almost to a negligible portion 
in window displays. 

“Jewelry will always require skillful, informative 
selling,” was the consensus of most jewelers, “and we 
are fortunate that most jewelry salespeople were able 
to keep up their proficiency in this during the war—be- 
cause much more will be needed in the future.” 





VETERANS TAUGHT JEWELRY MAKING 
(From page 268) 


teaching. James E. Ross instructs in jewelry design 
and engraving, and Otto E. Triphan in jewelry manv- 
facture and diamond setting. 

The main subjects covered by the course include de- 
sign creation, modeling, manufacturing, enameling, stone 
setting, polishing, engraving, plating, diemaking, tool 
making, marketing procedure, and factory operation. 
Each subject is covered in all its phases so designed that 
the trainee gets a good working knowledge of all aspects 
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of the work, enabling him to major in the subject that 
his natural talents and inclinations dictate until he is 
graduated as a journeyman. 

Mr. Koons originated the idea of the school back last 
year when the shortage of skilled jewelry workers 
showed no signs of being alleviated despite the numbers 
of veterans returning to civilian life. Believing that 
many ex-G.I.s would be interested in jewelry manufac- 
turing which offered a lucrative future to the trained 
worker, he secured the endorsement of the Veterans’ 
Administration after compiling a planned course for a 
three-year period. 

He secured two buildings which he converted for class 
and workroom use, with facilities for a total enrollment 
of 180 students. The cost of tuition and tools are pro- 
vided for by the government under the G.I. Bill. Upon 
graduation, each student receives a diploma and a com- 
plete set of tools necessary for his work, and is ready 
to go into business for himself or to secure a job in the 
phase of business in which he feels best suited. 

Commenting on his reasons for starting the school, 
Mr. Koons said, “In the early days when I started in 
the jewelry trade, if you wanted to be a jeweler, you 
went into a shop, swept the floor, ran errands and, if 
you were lucky, got someone to show you the business 
little by little. That was the way I learned the business. 

“My job is to teach my students the business under 
a planned program of study and work. The time it takes 
to learn each step is dictated by the abilities of the 
student.” 


“GROOM'S ROOM" STORE GIVES CUPID A PUSH 
(From page 242) 


ful swain was assured that his suit would be successful; 
no one would raise the least objection, and his means 
would serve to start the glad adventure of matrimony. 
All he had to do was to try. 3 
It was no great surprise to Krauss Jewelers that very 
shortly thereafter the girl came back, no longer making 
conversation with herself but now all smiles and assur- 
ance, and bringing with her a young fellow who did not 
seem so bashful, either. Then they bought a wedding 
set. That was good for congratulations all around. 
What was more of a surprise came almost at the sanie 
time. It developed that the situation in the one cage 
toward which the news story had been aimed was also 
true in six or eight others about which nobody had any 
information. Each of these took inspiration from the 
outline in the paper, and all the delayed conclusions 
worked out in a very short period. : 
Naturally, the happy couples credited Krauss with the 
results, and the effect on business was by no means bad. 
“You need to have a solid background of public ac- 
ceptance,’ says Phil Krauss, “before you can get people 
to confide in you in such a way, but once you have that 
they are likely to tell you anything. There’s no guessing 
where it may lead. It may often be good business to 
realize that you can look out through show windows, as 
well as in.” | 
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Can You Help Me? 

















by VIRGINIA DIXON 


Readers’ questions about window and inside-store display 
will be answered in this department each month by Miss Vir. 
ginia Dixon, one of America’s topnotch display experts whose 
talents have been brought to a focus on the jewelry flelil. Miss 
Dizon is already well known to JC-K readers as the author of 
many stand-out articles on jewelry store display. 









AM Christmas window minded and hope you will be 
able to suggest places where I may order a center 
theme or centerpiece for our window. I have seen nice 
ones, of Christmas choirs, angels and so forth, but do not 
know where to get them.—S. J. 


Answer—There are so many sources for the type of 
unit you describe that it is difficult to specify a particular 
few. Some concerns have stock units immediately ayail- 























































MUSALARM able, but many of the nicest ones are made up to special 

: order. 
- + + one of the many Nationally Tally-Ho Studios, 150 East 28 St., New York, have 
advertised products we distribute— a chubby Santa Claus in papier mache perched atop a 
decorative globe which they recommend for jewelry 

ALSO WHOLESALE DISTRIBUTORS store use. This unit is available both with and without 

OF THE FOLLOWING a mechanical attachment which keeps Santa doing a 
raceful pirouette. 

Tenney PRD Crs ; Eve Breuser Studios, 22 W. 38 St., New York, make 
—— re — ee up extremely attractive papier mache units and have 
Community Plate Shiman Mfg. Co., Inc. other attractive designs for jewelry display using 
— ~ ve “ — Co. starched lace and net ruffles in unusual ways—on minia- 
ae ag a "yee = ha ture sleighs, Christmas trees, etc. 

American Queen Van Dell Jewelry Pacco Display Company, 325 Broome St., New York, 

iia Co. sens have small papier mache statuettes and other Christmas 

Bugbee & Niles Co. aeieens Clocks & Watches units suitable for jewelry store use. They will send a 

Carl-Art Inc. McClintock Clocks catalog on request. 

en —? a oe & Watches Jonas Display, 154 E. 33 St., New York, have some 

Excell Mfg. =. eels Clocks adorable cherubs in papier mache. They also will make 

lrons & Russell Co. Westclox Clocks & Watches up units to order. 

Iskin Jewelry Ronson Lighters, etc. Rip Studio, 15 E. 22 St., have both papier mache and 

Jacoby-Bender, Inc. Hamilton-Beach Appliances ra : : 

Kestenman Bros. Mfg. Co. Manning-Bowman Appliances paper sculpture units in a variety of delightfully gay 

S. Korff & Son Schick Shavers designs. 

ne — ees + reas You might also write for the Garrison-Wagner Co. 
sogeeny dees en catalog, 1627 Locust St., St. Louis 3, Mo. They have a 

DIAMONDS FINE JEWELRY TOILET WARE complete line of display materials including papier 






mache and plaster decorative units, all stock items. 


STERLING SILVER 






ILL you please suggest some unusual decorative 

treatments for the miniature Christmas trees which 
you suggest in the October issue for both window and 
interior use?—F. M. 






We also carry a complete line of 
Fine Stone Rings 






GET INTO THE HABIT OF BUYING FROM Answer—Since the days when our grandmothers 


festooned the Christmas tree with popcorn strung by 


| 5 hand and dangled well polished apples from its limbs, 





almost anything goes as Christmas tree trimming .. - 
but the more it sparkles, the better, so why not try hang- 
ing little round mirror spangles . . . or mirror raindrops 
Established 1895 or stars from the branches? (Austen Displays, 31 W. 381 


St., New York.) There are glassdrop ornaments—crys- 


A | S$ E N STE I N & G O R DO N " i N C 3 tal clear or in gay Christmas colors to catch and reflect 


. . ight— ix i ] 
712-714 Sansom St. Philadelphia 6, Pa. ve ma ti come — oh - inches jong fe: 
PHONE: WA 2-3995 niall can wreathe your tree in spun g 


white or one of the luscious bon-bon colors in which it 
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now comes. (Radiant Glass Fibers, 208 E. 27 St., New 
York.) Hang plastic snowballs from every branch and 
sprinkle with plastic snow (Michigan Display Supply 
Co., 1217 Griswold St., Detroit, Mich.), or tiny gold 
pine cones or clusters of artificial holly on a white cello- 
phane or white flocked tree. There are chains made of 
links of base metal in bright metallic colors which would 
festoon gracefully on a large or small tree. (Texkraft 
Sales Co., 10 East 33 St., New York.) A small tree 
could be quite gaily trimmed with nothing but tiny gift 
packages . . - packages should be small and brightly 
wrapped. The secret of achieving a “distinctive” effect 
‘s to stick to one type or color of decoration for the 
whole tree .. . but the gayest of all may be the one that 
has just a little bit of everything. You can suit your own 
fancy here. 

There is something new in Christmas tree lights prom- 
ised for this year by Noma Electric Corp. They will be 
called ‘“‘Bubble-Lites” and are described as having a 
bubbling action in the glass “candle” and at the same 
time giving off a colorful illumination. These will be in 
local stores sometime in November. 


SHOPPING NOTES 


ETTER hurry up with those last minute orders for 
Christmas materials . . . stocks are running low. 

One place where they really know how to improve on 
nature is Natural Creations, 241 E. 36 St., New York. 
Their Christmas “trimmings’’—natural branches, roots, 
sprays, garlands, and so forth—gilded, sprayed, flocked 
and painted—are quite breathtakingly lovely—fanciful 
without being fantastic. They are still taking Christmas 
orders. 

Edwin Freed, 1233 Sixth Ave., New York 19, has an 
attractive little composition Santa Claus who obligingly 
holds aloft a small gift package or piece of jewelry. He 
stands about five or six inches high and one in each win- 
dow would be cute and a crowd of them would be quite 
an eye-catcher. 

Bright candy cane stripes now come on a material 
that looks like satin, but is really paper and is called 
“Stripette.” It would be just the thing for the back- 
ground of the Christmas display shown elsewhere in this 
issue, but I didn’t see it in time to use it. Order from 
Texkraft Sales Co., 10 E. 33 St., New York, or your 
local display: house. 





CHRISTMAS AD IDEAS 


“This Christmas Beyond Compare, she walks in 
Beauty” was the caption of an attractive ad in which 
M. J. Savelle, Jeweler, promoted silver. A pen-drawing 
of a bride faced the photograph of a spoon, placed up- 
right. Between the two pictures were the words, “and 
all about her is beauty—a tender love to cherish forever, 
a new home almost breath-taking in its perfection, and 
for the gracious cornerstone of her life, solid silver of 
character and tradition that will grow in loveliness with 
the years.” 

“Capture the Rapture of a Christmas Star,” was the 
theme of an ad in which M. J. Savelle, Jeweler, adver- 
tised diamonds as Christmas gifts. A great star shown 
above two angels, all in pen-drawing, with pictures of 
diamond engagement and wedding rings below. 
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201.N Necklaces ......... To Retail at 10.00 
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CLEVER DESIGN OFFSETS NARROW LOOK 
(From page 270) 


is possible to make it with today’s knowledge of light- 
ing, yet there is no harshness. No merchandise has 
shadows falling over it, but all can be seen clearly, an 
important factor in jewelry display where much of the 
merchandise is small and of fine design. 

The highest intensity of lighting falls between two 
ceiling spotlights; thus the position of the floor cases 
was carefully worked out, so that they are in exact posi- 
tion to get the greatest benefit from the spotlighting. 

New wall cases and floor cases were installed through- 
out. They are finished in white oak, which adds to the 
effect of lightness and makes an effective setting for the 
merchandise. 

Three feet of space was gained in the center of the 
store by making wall cases and floor cases slightly nar- 
rower than usual practice. It was estimated that the 
new long, narrow cases, with the wall cases, have given 
four times as much additional display space throughout 
the store. This has been achieved by bringing the display 
cases to the front of the store, placing the watch repair 
section at the rear and by placing glass-covered shelves 
in panel effect in the partitions which run along the side 
of the repair section, thus giving additional display space. 

These display units derive additional value, too, from 
the fact that they are now near the cashier’s desk, where 
they disport their merchandise before the eyes of cus- 
tomers waiting in line to pay their bills. 

With the watch and jewelry repair section at the rear. 


customers for this section must go through the entire 
store and therefore come in contact with all displays, 

A bar built against a wall at about the center on on, 
side will display small appliances—radios, Mixmaster, 
toasters, etc——when they are available. The ba; is 
pleasing in appearance, built with curved shelves of 
matching white oak. It is near a wall case which is also 
reserved for the display of appliances. 

“We have already noticed the effect of the changes 
on business,” said Ivan Gerber. “Although business hag 
been exceptionally good, it is even better since the re. 
modeling. Customers make many selections themselves, 
making far less selling technique necessary, thus per- 


‘mitting a greater number of customers to be taken care 


of. In other words, our lighting, our bright display 
cases, spotlighted for best effects, the greater space we 
have achieved, all are silent salesmen.” The store j 
completely sectionalized, making it much easier for both 
customers and sales help, besides showing the stock to 
much greater advantage. 

Two units of air conditioning are installed, one at the 
rear, and the other at the front, so that all parts of the 
store have completely fresh air at all times. 

Drawers underneath the wall cases and in the back 
of the floor cases hold extra stock which is arranged to 
correspond with the displays. Wrapping facilities are 
placed conveniently behind the floor cases in compart- 
ments especially built for this purpose. There are two 
of these on each side of the store. 

In addition to safes.in a room at the rear, there is 
also a walk-in vault where surplus merchandise and lay- 
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prized possession 
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away merchandise are kept. The store promotes lay- 
aways in its advertising. The vault is large enough to 
permit lay-aways to be arranged in alphabetical order, 
at convenient heights. 

A balcony contains offices, a diamond examining room, 
and an extra watch repair section, made necessary be- 
cause of the amount of business, and extra stock rooms. 





JEWELRY ON THE RUN 
(From page 274) 


car toa store. It is this class of people who are more 
and more looking to us for relief from parking worries.” 

While Camps, so far as is known, is the first genuine 
drive-in jeweler in America, it might be observed that 
the drive-in idea is appealing to more and more different 
types of merchandising and service establishments since 
the end of the war. It is a part of the trend away from 
congested downtown districts into outlying areas where 
automobilists are not handicapped in their shopping. 
Originally believed practical only by automotive estab- 
lishments, the drive-in principle has been adapted to the 
needs of at least a score of different types of businesses. 

While the store is about one and one-half miles from 
the downtown shopping district, it should be noted that 
Camps does not depend upon a purely neighborhood 
business in his semi-residential district. Customers come 
from all parts of the city and even from North Sacra- 
mento. He has demonstrated to his own satisfaction a 
fact long known in other merchandising fields, namely 
that a certain percentage of people will drive miles 
where drive-in facilities are afforded, rather than walk 
blocks in congested districts. 

The drive-in is particularly suited for customers with 
repair work, as they can drive right up to the door, leave 
their work and be gone again in a minute or two. Camps’ 
repair work, by volume, constitutes about fifty per cent 
of his business. 

The. store is located at an intersection of 16th Street, 
which is one of the busiest arterials in the city and 
which, moreover, is experiencing heavier traffic every 
month. 


SIGNS REPLACE DISPLAYS 


What window displays are to the orthodox jewelry 
store, Camps’ signs are to his drive-in. One large sign 
posted at the intersection of the two streets on the park- 
ing area, and the signs on the building are kept lighted 
all night, calling the attention of thousands of passing 
motorists that here is the Drive-in Jewelry Store. 

When Camps first took over the building he occupies, 
it was the only one on the lot. As soon as he began to 
thoroughly appreciate the potentialities of the drive-in 
idea, he constructed another building on the rear of the 
lot and at right angles to his. This building now houses 
a drive-in dentist, a drive-in liquor store, and a drive-in 
dry cleaning branch office. Each business helps to bring 
business to all of the others. 

The very novelty of a jewelry store going drive-in has 
been the best possible advertisement for the store, ac- 
cording to Camps. He says that the store, because of 
that fact, has made a wide impression upon people and 
even downtown “newsies” know where the drive-in 
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DI MONOP 


THE 
DI-MONOP-TIC 


JEWELRY VIEWER 
Patent Pending 













NOT A FLAW FINDER 


THE Di MONOP TIC JEWELRY VIEWER IS BEING 
OFFERED TO THE JEWELRY TRADE FOR THE FIRST 
TIME. THE DI MONOP TIC JEWELRY VIEWER EM- 
BODIES A BRAND NEW IDEA IN MAGNIFIED ILLUSION. 
ITS ABILITY TO REFLECT BLUE WHITE BRILLIANCE IS 
THRILLING. ITS THIRD DIMENSIONAL EFFECT ON THE 
CUSTOMER IS STARTLING. ITS ABILITY TO HELP MAKE 
A SALE IS A WELL KNOWN FACT AS MANY OF THE 
COUNTRY'S LEADING JEWELERS CAN TESTIFY. 








THE DI MONOP TIC JEWELRY VIEWER IS NOT A FLAW 
FINDER. IT IS NOT A SCOPE. IT IS AN OPTICAL DE- 
VICE DESIGNED TO INSPECT PRECIOUS JEWELRY 
UNDER ILLUMINATION AND MAGNIFICATION. 


BEFORE ORDERING, JEWELERS SHOULD NOTE THAT 
DUE TO THE SPECIALLY GROUND LENS, THE DI 
MONOP TIC SHOULD NOT BE USED, BY THE JEWELER 
TO PURCHASE DIAMONDS FOR HIS OWN STOCK, AS 
THE VIEWER WILL NOT SHOW UP IMPERFECTIONS IN 
A DIAMOND IF THE IMPERFECTIONS ARE NOT VIS- 
IBLE TO THE NAKED EYE. 


MORE THAN 300 SOLD IN 2!'2 DAYS AT THE 
NAC] 1946 JEWELRY SHOW IN CHICAGO 





SEND YOUR ORDER TO US NOW 
WELL RATED RETAIL JEWELERS MAY USE THIS MACHINE 
FOR A TRIAL PERIOD OF 10 DAYS WITHOUT OBLIGATION. 
AND MAY BE RETURNED IF NOT SATISFACTORY. ALL Di 
MONOP TIC VIEWERS ARE SOLD WITH A 10 DAY MONEY 
BACK GUARANTEE. 





Seme Jobber Territery Still Open. We invite laquirtes. 


M. R. SCHNAIR & CO. 


Creators of the 








55 E. WASHINGTON STREET — CHICAGO 2 
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all sizes 


A COMPLETE LINE OF OPALS and 


FOR ThE qualities 
MANUFACTURING JEWELER 


ALL QUALITIES—ALL SIZES 
CUT ON OUR PREMISES 


Shensins nel Gespevation FRED. W. LOWELL 


608 Fifth Ave. 
22 West 48th Street, New York 19, N. Y. | 
Telephone BR 9-7199 New York 20, N. Y. 


Tel. LO. 3-1279 
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and wil ite Cutters of 


" SYNTHETIC RUBIES 
ITCONS || ~ 


BLUE SPINELS 





CW 
Buff Top : 
p al | S Faceted 
Cabochon 


in stoch PROMPT DELIVERIES 
EXPERIENCED WORKMANSIIIP 
GUARANTEED SIZES 


METROPOLITAN LAPIDARY 


Importers & Cutters of Semi-Precious Stones 


12 John Street New York 7, N. Y. 
COrtlandt 7-0584 





CUTTERS OF PRECIOUS and SEMI-PRECIOUS STONES 


48 WEST 48th STREET WEW YORK 19, WY. 
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jeweler is, though they may be vague on certain other 


points of interest. 

Somewhat ruefully, Camp admits with a smile that 
the name Drive-In Jeweler has over-shadowed his own 
name. At first he had a telephone listing only under his 
own name, but few people identified the store that way, 
so he was obliged to also list it as the Drive-In Jewelry 
Store. “People think of the store as the Drive-In 
Jeweler rather than as Max V. Camps” he explained. 


Despite the fact that the parking area was torn up 
by building operations, Camps enjoyed a large Christmas 
volume from customers wanting to avoid Christmas shop- 
ping crowds downtown. 


AND CUSTOMERS RETURN 

“Another nice feature of the drive-in,’ explained Mr. 
Camps “is that about 90 per cent of my customers keep 
coming back, an important factor.” 

As can be appreciated, there are no window displays 
at Camps, since there is virtually no pedestrian traffic 
passing the store. While Camps agrees that pedestrian 
trafic and window displays have always been the un- 
beatable combination for jewelry store, he has found 
somewhat to his surprise that he can operate without 
either. In place of pedestrian traffic he has motor 
traffic, a certain percentage of which, eventually, will 
stop, even as is the case with pedestrians. In place of 
window displays of merchandise, he utilizes his signs to 
emphasize the drive-in idea. The result is that, while 
he does not get the casual drop-in type of trade, he 
does get a type of clientele which comes because they 
already have a certain purchase in mind. They may be 
shopping for a watch, or a fountain pen, or novelty 
jewelry. Their mind is half made up before they walk 
into the store. 


‘DRIVE-IN’ FEATURE EMPHASIZED 


Because he knows a good thing when he has it, Camps 
keeps plugging away at the drive-in idea to the exclusion 
of all else in his advertising. Small display advertise- 
ments in the Sacramento dailies are scheduled regularly, 
each of which reproduce a photo of the store with the 
parking area prominently displayed in the foreground. 
This, together with the name and address of the store 


and the fact that it is the drive-in jewelry store is usu- |; 


ally all these advertisements contain. 


Cards placed on store counters also carry out this | 


idea, they, too, featuring a picture of the store, and 
because of the uniqueness of the idea, customers fre- 
quently take several which they pass on to their friends. 
The signs, too, stress the drive-in idea. 

Named merchandise is periodically advertised in small 
classified advertisements and liners which, Camps finds, 
frequently result in surprising results. He believes the 
best media, however, is the Christian Science Monitor. 
Readers who patronize him rarely leave him in doubt as 
to where they heard about him. 

The volume of business continues to increase at Camps, 
indicating clearly that his is not a novelty only of the 
moment. In the last few months his business has doubled 
that of immediately preceeding months and present in- 
dications are that this tempo of increase will continue. 
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CRAF | WATCH & JEWELRY CO. 
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Wholesale Jewelers 


980 FIFTH AVENUE + NEW YORK 19, N. Y. 
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IT IS AVAILABLE IN 
NORTH AMERICA, 
WE HAVE IT! 


You are never obligated 
accept ony merchandise 


upon delivery. 


tite for catalog, prices 
Sand samples of parce! 


papers, sheet wax, etc 





The Ideal Gift or Bowling Prize for 


OVER 2000000 WOMEN BOWLER¢ 


Bowling is Women’s most popular sport, 


NEW “BOWLING COMPACT! 


Nationally advertised in all the leading bowling maga. 
zines. Get your share of this business today. 


A deep loose powder compact, well constructed, and 
finished in exquisite two-tone brush bronze finish, 


IMMEDIATE DELIVERY. All orders shipped same day 
as received. Order from this ad today. 


To retail at $ 4.9 5 (not taxable) 


Your cost $30.00 per dozen 


WILLIAMS JEWELRY & MFG. CO. 


4th Floor Silversmiths Bldg., 10 S. Wabash Ave., Chicago 3, Ill. 









































The work of the Lapidary has always required 
the skill of experts. That’s why you should 
seek the services of an established and reliable 
firm, with a background of experience. 


For cutting, engraving, encrusting, 
drilling, or any special orders, consult 


Lapidaries, Inc. 
New York 7, N. Y. 


71 Nassau Street * 





























HEADQUARTERS FOR COSTUME JEWELRY 


AND EARRING SETS 
NECKLACES WITH MATCHING EARRINGS AND BRACELETS 
CHATELAINES AND NECKLACE AND BRACELET SETS 

Arista’s magnificent assortment of brilliantly gem-studded 
birds, animals, flowers and fruits. 

A glittering array beautifully crafted of lustrous white, yellow 
oa pink gold-plated metal by one of Fifth Avenue's fore- 
most designers. 


To retail from 98¢ +o $5.95 


All priced for your profit from $7.20 to $39.00 per dozen. 
Immediate delivery! Write for illustrated Price List JC. 
TERMS: |/3 down required with orders. Terms to rated firms. 


ARISTA ASSOCIATES 


Distributors—Factory Representatives 
446 DEAN STREET ° BROOKLYN, N. Y. 
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“THAR'S GOLD IN THEM THAR WINDOWS" 
(From page 262) 
which had been won by the famous polo player Thomas 
Hitchcock, Jr.; a gold punch bowl from the estate of a 
prominent banker; a 14 karat sugar, creamer and tray; 


The interest in finely wrought articles of karat gold which 
was generated by the sumptuous display led to the sale of 
many standard gold items like these featured in the store. 


a 14 and 18-karat smoker's set of twelve ash trays, 
cigarette box, cigarette holder, and table lighter, and an 


eee dhe 7 


* 


ae 
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imposing number of other gold objects. The total weight 
of gold in the collection was over 40,000 pennyweight. 

Every article in the window had some special associa- 
tion or significance, and each was accompanied by a card 
setting forth the facts concerning that particular object. 
In addition, a general display card in the center of the 
window explained the general idea, together with some 
interesting facts and figures as to the total weight of 
gold on view and the approximate value of the collection. 
An armed guard on constant watch over the treasure 
further dramatized its preciousness. 

Despite its value the exhibit was kept in the window 
throughout the entire twenty-four hours of each day. 
This was made feasible by the unusual window protective 
devices of the Drosten store. The steel grill which can 
be seen in the picture behind the upper half of the win- 
dow glass is lowered at night to the sill where it locks 
into position and prevents anyone from reaching a hand 
into the window even if the glass is smashed. As a 
further precaution, a sheet of clear but heavy plate glass 
similar to the familiar glass ventilators is mounted at an 
angle across the bottom of the window behind the grill, 
so that even if the outer pane is broken, there is still 
plate glass as well as the steel bars between the contents 
of the window and anyone on the outside. 

Naturally the unusualness of seeing so valuable an 
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We'll Furnish the World, 
You Furnish the Ability. 


A young, continually expanding chain of 
retail Jewelry stores is in need of experi- 
enced competent men as store managers 
and salesmen. 

If your qualifications fit the above, reply 
fully, giving your age, experience, salary 
expected, section of country you prefer, 
and marital status. 


Enclose Photograph. Replies Confidential. 


ATTENTION 
WATCHMAKERS 
JEWELRY REPAIRMEN 
GO IN BUSINESS FOR YOURSELF 


If you are an experienced Watchmaker or an 

experienced all-around Jewelry Repairman, a 
very reliable Retail Chain offers you an ex- 

tremely Profitable set-up. 

Reply in full, stating your age, experience, Sec- 

tion of Country you prefer, and Marital Status. 
Enclose Photograph. Replies Confidential. 

















Address: Box "R.J. 4910," care 
JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd St., New York 17, N. Y. 
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Priced 


COSTUME JEWELRY 
NOVELTIES 
WATCH ATTACHMENTS 


and the nationally advertised 


CLEOPATRA PEARLS 


1500 NEW 
SALEABLE JEWELRY ITEMS 


FOR— 
WHOLESALERS 
DISTRIBUTORS 
JOBBERS 
QUANTITY USERS 
EXPORTERS 


On your next New York trip, see 
our sumptuous assortment of money- 
making resale items. Send for our 
latest illustrations today — NOW! 


IRVING SACKS, 


Manufacturers and Exporters 


264 FIFTH AVE. 
NEW YORK I, N. Y. 


Ine. 


TEL. LE 2-6950 
Cable Address SACKSIRVIN, N. Y. 
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PRESS-TO-STIK LABELS 


** The label which meets unusually 
difficult labeling problems ” 


° REQUIRES NO MOISTENING- 
MERELY PRESSURE TO 
APPLY. 


Nx \Kiceam 4° FOR ALL CLEAN SMOOTH 
< I %_ SURFACES. 
aE Sf SN 


Available plain or printed to order 

IN ROLLS — STRAIGHT OR DIE CUT 
STOCKED IN WHITE WITH PRINTED BLUE BORDERS IN ROLLS OF 1-M TO BOX 
Ne. SIZE Net Price Per M fo. SIZE Net Price Per M 
1b 56"x34". . . $1.25 3£134"x34".. . $1.35 
2L 56"x7e". . . $1.30 4L34"x 1"... $1.50 
SAMPLES SENT ON REQUEST. 





for both the 
MANUFACTURER w“ JEWELER «* LE, 
ee oe A Vf ’ 
DESIGNED ATTRACTIVELY TO 
MEET YOUR PARTICULAR NEEDS 
e@e 


SAMPLES SENT ON REQUEST. 


the | LMAY COMPANY 


TAGS, LABELS. AND DIE CUT SPECIA.TIES 


111 WEST 19" ST.,.NEW YORK 11,NY. 
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exhibit on display in the window all through the night 


added a further note of interest. 

St. Louis had never seen anything like it. It set the 
whole town talking, the newspapers played it up in 
feature stories, the sidewalk facing the window was con- 
tinuously jammed with eager spectators, and the store 
reaped untold values in publicity both through the 
printed page and by word of mouth. 


REVOLT 





These articles, too, drew the admiring glances of the public 
and led to the sale of many similar items. Cigarette cases 
proved extremely popular. 


Even more important, many of the interested window 
gazers came into the store and made purchases. For 
along with the exhibition of the special collection Mr. 
Drosten had subtly inserted a commercial note by in- 
stalling in his companion window an attractive showing 
of standard gold items for sale within the store such as 
cigarette cases, compacts, lighters, match boxes, small 
picture frames, spectacle cases, cigarette boxes, and so 
on. Thus it was suggested to people who had been im- 
pressed by the opulent display that they too could have 
a beautiful golden article of their own at a cost within 
reach of their own pocket books, and many of them acted 
accordingly. 

“It was a huge success,” says Mr. Drosten, “one of 
the most profitable displays we have ever had.” 





EUROPEAN DIAMOND PRODUCTION GROWING 
(From page 272) 


interviewed a Mr. Oldenburg who stated that since 
Jan. 1, 1946, 150,000 carats of rough have been im- 
ported, a fairly large amount of which went into indus- 
trial grades. In Belgium, as in Holland, the buying and 
selling is managed by the State Diamond Office and thus 
the diamond dealer and manufacturer is government 
controlled. In spite of this, however, it is an open secret 
that there is an important black market in Belgium. 

Fine rough is at the moment rather expensive and Bel- 
gium at present is receiving only about 10 per cent of 
what it used to get before the war. 

Belgium’s largest customer is America, especially for 
good quality stones. Some of the other markets such as 
Spain and the Balkan countries have shrunk consider- 
ably from their pre-war levels. 

Two new apprentice schools have recently started in 
Belgium and will soon be able to turn out workers with 
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FOR BETTER VALUES 


IDENTIFICATION BRACELETS 


THE TREND IS TO IDENTS 


REBUILD YOUR STOCK 
WE CAN SUPPLY YOU 


H. L. HIRSH & CO. 


PROVIDENCE, R. 
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FINELT WAX INJECTOR YOUR FUTURE 
for making WAX PATTERNS DIAMOND 


in metal and rubber molds 
Air Free Patterns CUSTOMERS 


Complete Fill-in 
Rapid "enendidiinn Guesswork Eliminated 
Replaces former slow, hap- 
hazard methods of reproduc- 
ing wax patterns. 


Hand pressure of metal mold 
against hydraulic injector 
cylinder releases wax. Injec- 
tor cylinder automatically 
reloads when released. Air 
pressure operation is used for 
all rubber molds and for 
making heavy patterns in 
metal molds. 





We recommend the 

SAUNDERS QUICK 

LOCKING CLAMP for 

holding metal or rub- 

ber molds of all sizes 

at any desired pres- 

sure. The free swing- 

- : ing plate slides easily 

Fis ae Sil a into position and locks 
mold with a one-quar- Develop the scholastic trade in your vicinity by featur- 


Wox Capacity—2 quarts ter turn. . . é 
Accurate Thermostatic ing our complete line of grammar school and high 


ee ~ Suitable for all types school jewelry. These customers are your future po- 
etailed Operating of wax injectors. tential buyers of watches and diamond rings. Send 


Instructions 
PRICE $4.25 for our catalog. Samples sent on memo. 


PRICE $150 
F.O.B. NEW YORK F.O.B. NEW YORK 

METAL ARTS CO., Inc. 

ALEXANDER SAUNDERS & CO. an. 


Centrifugal Casting Machines Equipment and Supplies 
Succ. to J. Goebel & Co. Established 1865 


95 Bedford Street, New York 14, N. Y. 


Manufacturers of class pins, sterling silver and 10K gold rings, 
fraternal emblems, athletic awards, etc., for over 30 years. 
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e training to help fill the present shortage of skilled 


som 


labor. 
en all the Belgian factories were either badly 


damaged by bombing or were thoroughly pillaged by the 
Germans who dismantled the machines and took them to 
their country. For example, one of the most important 
factories, “Verbist,” which is owned by Leo de Kegel 
and Albert van den Brock, although it is working at top 
speed, is now in new quarters, their former building hav- 
ing been burned down by the Germans. Their present 
factory consists of two old houses which have been 
equipped with machines and one has to climb up pre- 
carious staircases to come to the different working 
rooms. However, the working conditions there are good, 
since the windows are ample and provide plenty of light. 

This factory today employs 100 workers which is as 
many as in 1939. I was the first visitor from overseas 
that this shop had had and every single one of the men 
tried to get a word in, telling me how the trade was get- 
ting better; how they worked during the days of the 
German invasion, and how they left the factory one Fri- 
day afternoon and returned to find it in ruins on the 
following Monday. 

Production of this factory as in most of the others, 
though smaller shops in Belgium, is divided between 
full-cut brilliants and 8-cut for the smaller stones. The 
average wage in this plant is 1500 Belgian francs per 
week and the maximum is 5000. 

Unlike Belgium, the Netherlands appears to have no 
black market in diamonds. This is attributed to the 


extremely efficient working of the State Diamond Office 
under the direction of N. R. H. van Essen. All import- 
ing, buying and selling is done under licenses issued by 
this office whose committee, composed of seven expert 
diamond men (five manufacturers and two dealers) and 
one representative of the Amsterdam Bank, regulates 
the diamond trade of Holland. Only after Mr. van Essen 
issues the import and paying license to the manufacturer 
can he buy and sell. 

The manufacturer pays for the rough in guilders to 
the government and the government pays in pounds 
sterling via the Amsterdam Bank to the Diamond Trad- 
ing Company in London. Similarly when saies are made, 
the foreign buyer pays the money to the Amsterdam 
Bank which in turn pays the seller in Dutch guilders. 
Thus the important incoming foreign exchange is held 
by the Dutch government. The diamond people appear 
to be entirely satisfied with this arrangement—partly 
perhaps because they feel it is aiding their country’s 
recovery. 

Mr. van Essen’s experts see to it that the price for 
the incoming rough is not too high. They inspect it, 
estimate the percentage of polished diamonds that may 
be obtained out of it, and appraise the profit that it 
should yield, thus enabling the government to know the 
amount of foreign exchange it may expect from the 
deals. Before the polished goods leave the country the 
experts again see that prices are correct, this time mak- 
ing sure that they are not too low, and Mr. van Essen 
compares the appraisals of the committee with the actual 
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sales prices, to see whether the margin they gave him 
is reasonable. 

At the present time eight factories are working in 
Holland, employing a total of 1100 workers. The great 
problem in Holland, as in Belgium, is to find replace- 
ments for the 2000 Jewish workers who were either 
killed or deported by the Germans or managed to escape 
from the country. 

Official figures of imports and exports for the preced- 
ing two months were given me by Mr. van Essen and 
the Secretary of the State Diamond Office, Mr. J. S. van 
Ochs, who very generously put in extra time at the office 
on a Saturday to have these hitherto unpublished data 
specially copied for Tue Jeweers’ Circurar-Key- 
STONE. 


Import of Rough Diamonds, July-August, 1946 


Source Weight Value 


Diamond Trading Company, 

Ltd. 22,520.75 carats £396,904/7/8 
Outside goods, England 755.— " £10,849/12/2 
9 ‘ U. S.A. 216.55 “ $17,800.00 
101.50 ° B. frs. 14,210 


Belgium 


Exports Polished Diamonds, July-August, 1946 


6505.20 carats $1,338,408.47 

a $30, 123.80 
£6,226/14/3 

Belg. frs. 235,200.— 
£799/0/0 
$18,714.24 
£2,431/12/0 
£8,581/7/0 

F. 32,191.65 

Kr. 152,579.78 


U.S.A. 
Argentina 158.09 
Australia 138.29 
Belgium . 98.— 
British Indies 14.07 
Canada 86.32 
China 36.60 
England 191.40 
France 113.67 
Sweden 166.23 


Export for the First Week of September, 1946 
U.S. A. 1,047 carats $227,000 
Canada 93" $45,000 


Export of Industrial Diamonds from January Ist up to the second 
week of September 1946 
£64,000 

Of the two most important factories in Amsterdam, | 
first saw Mr. Asscher’s. It has not suffered the slightest 
damage through bombing and is an impressive building 
covering 5000 square meters. 

The Germans looted three million guilders worth of 
diamonds but by some miracle did not dismantle the 
machines. Mr. Asscher has 400 sawing machines byt 
only six sawyers. There are 80 cutting machines manne 
by 40 cutters, and 400 polishing machines with 139 
polishers including apprentices. Mr. Asscher rents the 
use of his machines to other manufacturers as he algo 
did before the war since few other shops are as well 
equipped as he is. 

In 1946 Mr. Asscher bought £250,000 worth of 
rough. Three quarters of his export goes to the U.S. A. 
while the remaining quarter is sold to Canada, France, 
and other countries. 

According to Mr. Asscher, the stock of rough is still 
depleted, as all incoming goods are immediately polished 
and sold. There are still not enough workers for a large 
stock, but by the end of 1946 or the middle of 1947 the 
training period for the first lot of apprentices who 
started right after the end of the war will be over and 
this new crop of skilled workers should help the industry 
considerably. 
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> #103- '/2o 12K. GOLD FILLED | 

YELLOW OR PINK GOLD, 

ALSO IN RHODIUM FINISH. 
AVAILABLE WITH 7/6 END 

PIECE. , 


#100 < '/oo. ¥2K GOLD FILLED 
YELLOW OR PINK GOLD, 

STAINLESS STEEL. ADJUST. 
ABLE BUCKLE. 


¢ , 
(SOLD THROUGH WHOLESALERS ONIY) 


MANUFACTURED BY 


Distinctive Manufacturing Co. 


239 FOURTH AVENUE 


NEW YORK 3, N. Y. 
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Mr. Asscher stated also that prices for cut have not 


gone up since last year, although prices for fine rough 


have gone up slightly. 

The average wage in the Asscher shop is 50 guilders 
per week, the top is 145 guilders. Average age of the 
workers is 50 years. There are 40 apprentices and 10 

er cent of the workers are women. 

Through the kind intervention of Mr. van Essen I was 
also able to interview Mr. A. Soep, owner of the other 
important factory. Mr. Soep, like Mr. Asscher, is also 
on Mr. van Essen’s committee as one of the experts, and 
is chairman of the Diamond Manufacturers Association. 

Mr. Soep employs 80 to 90 workers of whom 70 per 
cent are polishers. His average wages are 70 guilders 
and his top is 170. 

The most important producers of industrial diamonds 
‘n Holland, and probably in the world, are J. K. Smit & 
Son and D. Drukker & Son. I had the privilege of inter- 
viewing Mr. Drukker who had just returned from the 
Exposition of Industrial Diamonds in Stockholm, 
Sweden. 

Mr. Drukker’s firm imports and furnishes about three- 
fourths of the entire Dutch market in industrials. He 
employs 15 cleavers, a figure which is rivaled by no other 
firm. These men are supervised by one of the best of 
their profession whose name is known in all diamond 
factories, Mr. M. van Moppes, who is also chairman of 
the Diamond Exchange. The wages here range from 40 
to 150 guilders per week. Directly after the war in 
Europe was over, Mr. Drukker resumed operations 
working alongside of his men in cleaving his own rough 
which he had managed to keep by getting it over to 
England. With 5000 carats at the start, he managed to 
supply Dutch industrial users with enough to resume 
operations and without which they would have been bad- 
ly handicapped. He now has 35 workers but he could 
easily employ 10 more. 

Here as elsewhere throughout the Low Countries the 
crying need is for more skilled workers and the comple- 
tion of the training of the first crop of apprentices in 
the trade schools and shops is eagerly awaited. 





"BROWSING" ENCOURAGES GIFT SALES 
(From page 278) 


declares Mr. Wallis. “They like to come to the store 
regularly to see what new items we have in stock. In 
addition, they like to browse about looking over the ob- 
jects on display. Our entire department is so laid out as 
to encourage such browsing.” 

Mr. Wallis points out that many women like to drop 
in at his gift shop and discuss home decoration problems 
with his clerks. Such discussions often precede the pur- 
chase of glassware, pottery, pictures or figurines. 

“The gift shop, as well as bringing us a very fine 
profit, is also increasing our store traffic considerably,” 
states Mr, Wallis. “Many gift store patrons are also in 
the market for watches, diamonds and other jewelry 
items. We think the two departments fit in very well 
together.” 

Mr. Wallis gives the gift items very fine showing in 
his display windows, and this feature attracts many 
women into the store. New and distinctive items are also 
given adequate newspaper advertising from time to time. 
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. .. GILBERT IS 


* Making some alarm clocks to- 
day. Quantity and variety are 
still limited but prewar quality 
standards are being met or ex- 


celled. 


* Distributing those clocks fairly, 
with regular allocations against 
existing orders from established 
Gilbert distributors. 


* Preparing to solicit new or ad- 
ditional business as soon as ship- 
ments against it will not adverse- 
ly affect the delivery status of 
current obligations to customers 


with a prior claim. 


* Constantly planning further im- 
provements in quality, style and 
production volume to better 
serve both the established cus- 
tomers of today and the po- 


tential new customers of the 
future. 








THE Won. L. GILBERT CLocKk Corp. 


clock makers to the nation since 1807 


WINSTED, CONN. 
Laconia, N. H. 


551 Fifth Avenue 141 W. Jackson Bivd. 
New York 17, N. Y. Chicago 4, Ill. 











Teen-age music fans of Great Bend, Kansas, beat 
a steady path down these stairs to the music de- 
partment in the basement of the Komcrek store. 


Komarek’s, Great Bend, Kan.. 
installed a phonograph 
reeord department and then 


all the cats joined in. 


JOINT that is really jumping with jive is the 
Loyall N. Komarek store in Great Bend, Kansas, 
wherein was recently established a basement music shop. 
Jumping not only with activity, it might be added, but 
also jumping jewelry sales have been an outgrowth of 
the music appendage youthful L. N. Komarek recently 
made to his enterprise. 

Mr. Komarek came home from a hitch in the Army 
Air Force to observe that music-loving teen-agers of this 
thriving city of ten thousand inhabitants had virtually 
no headquarters in which to indulge their fancy. Hav- 
ing the youthful viewpoint himself, the jeweler decided 
forthwith to remedy this condition. 

Result was a rehabilitation of the basement of his 
jewelry store into a sparkling display setting for records, 
instruments, and a neat assortment of music accessories. 
Result was also a sideline addition to his jewelry busi- 
ness, with some lovely black figures already chalked up 
in the bookkeeping records. 

So warm is the attachment between the store and the 
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This Joints Jumping. 


Sales, That Is 


by GRIER LOWRY 


The young lady at the left, Elizabeth Capes, talks the bobby-sor 
lingo, thus makes more sales. Customers may listen to the records 
over ear-phones, thereby causing less noise in the record section. 


Komarek's air twice-weekly programs directly from their basement 
music department. The public is invited and, in order to attend 
have to pass through the jewelry department, often stop to buy. 


bobby-sox populace of Great Bend, that Komarek now 

has a strong hold on the high school pin and ring trade. 

Not that he wasn’t firmly entrenched with the juvenile 

trade before, because he was. The store furnished rings 
(Please turn to page 850) > 
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Designea to satisfy the rugged masculine taste... 
FLEX-EAGLE ,(1/20 12K gold filled) surpasses the 


most expensive 14K gold bracelet in workmanship and 


eye appeal. 


Precision-made, FLEX-EAGLE has special features. 


‘The self-adjusting clasp (Patent pending) is new, differ- 
ent. Just two non-corrosive spriags in the entire band 


assure a fit that’s easy, comfortable . . . regardless of 


‘wrist expansion and contraction caused by temperature 


.changes. 


FLEX-EAGLE is generous in length and can be short- 


ened in a jiffy. Exquisitely-curved, seamless links shape 


into a bracelet that’s well nigh unbreakable, yet pleas- 
urably light to wear and simple to manipulate. 


FLEX-EAGLE is tops in styling and finish. Gold filled 
throughout—front and back—1in yellow, pink and white. 
Designed for service and luxurious appearance, it is 
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IN MEN’S 
WATCH BRACELETS 












manufactured by craftsmen whose lifetime experience 
has been devoted to the artistic perfection of fine jewelry. 


Every bracelet comes individually boxed in a silk-lined 
leather-ty pe case befitting FLEX-EAGLE’S exceptiona. 
beauty... ideal for gift presentation. 


Easy to Sell—Wonderful to Wear 


EAGLE PRECISION MANUFACTURING CORP. 
Manifactuning pewclers 


Long Island City 1, New York 
SOLD THROUGH WHOLESALE JEWELERS ONLY 
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The Publie Is Hungry for Clocks= 


But How Many Will Jewelers Sell? 


LTHOUGH the average jewelry store may not do 
a large volume of business in clocks, they do, 
nevertheless, form a percentage of the average store’s 
business. And now that clock manufacturers are again 
hitting their production stride the public, long starved 
for clocks during the war, will be buying them in great 
quantities. (See “Clocks Are No Sideline Here, JC-K, 
May, 1946, page 216.) 

Facts and figures on the public’s intentions in re: 
clock buying have always been relatively elusive. Now, 
however, McCall’s magazine, a consumer publication, has 
completed a survey which indicates, quite clearly, which 
way the wind is blowing. 

During July and August of this year McCall’s sur- 
veyed 1607 consumer families in an effort to obtain in- 





DEPARTMENT STORES 





JEWELRY 
STORES 


5% “an | 3TOR 


/ ANTIQUE 
( HARDWARE 


S 15%, 












Where the public anticipates buying electric clocks. As can 
be seen, jewelry stores rank third—after department stores 
and the retail outiets selling various electrical appliances. 


sight into the immediate and future market for clocks, 
both electric and hand wound. Questionnaires were 
answered by an admirable cross-section of the consumer 
public, both men and women, in all four income groups, 
in seven city areas throughout the United States. Every 
precaution was taken to make certain that questionnaires 
would be answered correctly, and the questions placed 
were, for the most part, devoid of any ambiguity. 

Numerous facts which will be of interest to the jeweler 
were turned up by the survey: 

First of all, naturally, the retail jeweler will ask 
“What are my chances of selling clocks?”’ The survey, 
while not presenting wonderful news, at least gives the 
jeweler a break. ‘ 
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According to McCall’s, 85 per cent of all electric 
clock purchasers will visit one of three types of retail 
stores; department stores, electrical appliance stores, 
and jewelry stores. In that order. 

Of the 1607 families who responded to the survey, 
957 intended to buy new electrical clocks—831 immedi- 
ately and 126 “sometime within the coming year.” Thus, 
almost 60 per cent of the cross-section exhibited an in- 
tention of buying. 

Asked where they intended to buy their electric clocks, 
the families announced their probable store selections 
as follows: 


Department stores.......... 493, or 46 per cent 
Electrical appliance stores. ...266, or 24 per cent 
Jowelvy: stoves. ... 26.05.0005 162, or 15 per cent 


The other 15 per cent of those answering stated that 
they didn’t know where they'd buy (could be a jewelry 
store with proper promotion), or named furniture, hard- 
ware, drug and antique shops. 

* It is clear, certainly, that jewelry stores do not rank 
too high in the public’s estimation of where to buy an 
electric clock. Although ranking in the first three prob- 
able retail outlets, jewelry stores are at the bottom of 
that list. Two conclusions may be drawn from this fact: 

1. More aggressive promotion on the part of jewelry 

stores could boost the sale of all varieties of clocks, espe- 


2} 49) Tole) yal Kolel ¢- 
50% 








DINING ROOM 


3 7% 57% 


Home distribution of clocks according to the survey. As might be 
expected, bedroom clocks are far in the majority, with kitchen 
and living room clocks following that type in importance. 
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Magazine survey diseloses that jewelry stores rank third in the 





publie’s choice of retail sources for clectric clocks; department 


stores and appliance shops get the lion’s share of the business. 


cially the electric models. Those “don’t know” customers 
would patronize the jeweler, and those customers who 
indicated a preference for department and appliance 
stores might be persuaded to visit the jewelers instead. 

2. Even without promotion, jewelers are in for a sur- 
prisingly large slice of the electric clock sales when one 
considers the fact that department and appliance stores 
have conducted vigorous promotion campaigns in the 
past. Also, although the McCall’s survey apparently 
overlooked questioning consumers as to where they would 
purchase their hand wound clocks, the odds are in favor 
of the jeweler having a somewhat higher percentage of 
sales in that field. 

In addition to disclosing the fact that jewelry stores 
rank third in the buying public’s choice of a place to 
purchase an electric clock, the McCall’s survey indicates 
other interesting facts. 

For instance, the families were questioned as to the 
type of clock they would buy in addition to the retail 
source from which they would buy it. 

Of 957 “intend to buy” families, 825 (or 86.1 per 
cent) stated that they would purchase at least one clec- 
tric clock. And 641 (or 66.9 per cent) expressed the 
intention of buying only an electric clock. However, 
316 (or 33 per cent) indicated that they would purchase 
at least one hand wound clock, and almost 20 per cent 
of those answering (184) stated that they intended buy- 
ing both types of clocks. Thus, even though electric 
clocks appear to have greatest favor, the market for the 
hand wound variety has not, by any means, disappeared. 

The gift angle was also probed by McCall’s investi- 
gators, on the logical assumption that not all clocks pur- 
chased would be for personal use. The questions were 
asked: “‘Ilow many electric clocks do you plan definitely 
to purchase? Ilow many hand wound? How many will 


IS% OF ELEcTRic CLocks 
| RECEIVED AS CIFTS 


857% PURCHASED BY OWNER 





937 PURCHASED BY OWNER 





{7% OF HAND WOUND CLOCKS 
RECEIVED AS GIFTS 


Most clocks are bought for use, not as gifts. However, more 
electrical clocks are given as presents than hand-wound types. 
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Hand wound? 


Electric?” 
Tabulating the responses to this question, the follow- 
ing figures resulted: 


be purchased as gifts? 





For own use As gifts Total: 
Electric Clocks to be pur- 
eee er ee ee eet eee 987 154 1,14] 
IJand wound clocks to be pur- 
CRIED cnc cvvccccccccccsese 835 25 360 
1,322 179 1,501 


Thus, it is clear that clocks are not particularly 
favored as gifts, although when they are, the electric 
variety predominates—76 per cent bcing clectric and 
24 per cent hand wound. However, anticipated pur- 
chases of hand wound clocks are sufficiently high to 
warrant serious attention. 

A further breakdown by McCall’s as to sex of gift- 
clock purchasers, indicated that 64.5 per cent were 
women, and 35.5 per cent men. Choice of models for 
gift purchases were (1) occasional clocks and (2) kit- 
chen (wall) clocks. Even though it was established 
that clock givers would not necessarily be from outside 
of the immediate family circle, there appeared to be a 
reluctance to give any type of alarm clock as a present. 

In addition to studying the market for new clocks, 
McCall’s survey also considered clocks actually in the 
homes of the persons queried, on the theory that these 
facts would throw some light on current distribution of 
clocks. 


They do. 

Of the 1607 families who answered the questionnaire, 
99.3 per cent owned at least one clock. (Two families 
boasted of having from 15 to 17 in their homes). Seven 
and one half per cent of the families admitted having 
six or more clocks, 22.5 per cent had four or five clocks, 
54 per cent had two or three clocks, and 15.4 had one 
clock. A mere .6 per cent had no clocks at all.’ 

The breakdown, in figures, was as follows: 


Families Number of Per cent 
Clocks of families 

Owning 6 or more......... 120 854 7.5 
Owning 4 and 5.......... 365 1,587 22.5 
Owning 2 and 8........... 855 2,128 54.0 
i | ie Rew ererrerre TTT ee 255 255 15.4 
OWRIRE MONO 2c cccccssees 11 0 6 
1,607 4,824 100.0 


Of the 4,824 clocks currently owned, 2,110 (or 43.7 
per cent) were electric and 2,714 (or 56.3 per cent) 
were hand wound. Thus, it is clear that current owner- 
ship is not a particularly accurate key to the trend since 

(Please turn to page 351) 





1This fact produces the startling statistic that over 40,000 
families in the U. S. have no clocks at all. (Based upon an 
average of 40 million families. ) 
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Giftwares Earn Permanent Place 


In Store's Merchandising Setup 





Arising out of war-ecreated 
necessity, gift items have been 
allotted a prominent part in 


future of Jones Jewelry Store. 


Younger women, many just setting up 
housekeeping, are the best giftware 
customers with the price of the ar- 
ticle mostly of secondary importance. 


HE Jones Jewelry Store, McAllen, Texas, has in 
a little over two years time built a substantial and 
steadily increasing gift department from scratch. When 
W. W. Jones acquired the business in March, 1944, the 
most valuable asset at the time was the location . . . the 
former owner devoting all his effort to the sale of 
watches. 

As soon as Mr. Jones took possession, he at once began 
to cast around for gift items—Jjewelry, and watches par- 
ticularly, being unavailable. He had to have merchan- 
dise to sell and to fill the large wall cases and floor cases 
plus merchandise for window display. 

Gift items were stocked and found a ready and seem- 
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Older women usually think objets d'art 
are too high priced; they prefer some- 
thing more practical for their money. 


by C. THOMAS 





ingly endless market. Today, as a result, a great per 
centage of wall and floor space is devoted to displaying 
gift ware. 

Mr. Jones is a staunch believer in display and is also 


a consistent advertiser. He is on the air daily over 
KRGV and is in the daily newspaper regularly. All 
of his advertising is of an institutional nature, with the 
exception of mentioning “appropriate suggestions” for 
Christmas, Mother’s Day, and so forth. 

He uses one spot announcement a day, and these al 
nouncements may “fall” anytime during the day from 
8 A.M. to 6 P.M. They vary from day-to-day. These 

(Please turn to page 353). 
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LUNT PATTERNS, designed for lifelong loveliness, continue to win the hearts 
of brides and hostesses in ever-increasing numbers. To jewelers who have 
an eye on the future this constantly increasing demand means not only 
good business today, but a sustained volume of sales for years to come. 


NOTE: Because the demand continues far in excess of our peak capacity 
we, for the present, are unable to establish any additional outlets. 


4 SKint- Yhorumiths ¢ GREENFIELD, MASS, 
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This beautiful modern interior is 
the setting for Underwood's regu. 
lar jewelry business. New Brides’ 
Store will carry only bridal gifts. 


by GERTRUDE DORO 





For the Bride Alone 


Separate shop featuring only gifts for 
the bride is unique merchandising idea 


of H. F. Underwood, Jacksonville, Fla. 


APPY is the bride the sun shines on—and lucky 
the bride who can step into a fairy-land store that Si aie 

is her very own. H. F. Underwood, owner of Under- oe ai Py 
wood Jewelers in Jacksonville, Florida, made this pos- personal letter to customers. 

sible when The Brides’ Store, believed to be the first of 
its kind in the United States, was opened to the public 
recently. 

The store is the development of a unique idea in mer- 
chandising and was established primarily as a one-stop 
shopping center for bridal gifts. “My customers were 
always frantically searching for gifts for the bride,’ 
Mr. Underwood said. ““They dashed from place to place 
and ended up exhausted and in many cases unhappy over 
their final purchases. This store will be devoted ex- 
clusively to brides and their friends and we have spared 
nothing to make it complete and modern. Here, with 
the help of our trained bridal consultants, they may shop 
in smart and comfortable surroundings in a store es- 
pecially designed to fill their needs.” 

In the foyer of the store hangs a beautiful crystal 
chandelier made up of more than 500 water-clear pieces 











and teardrop prisms. Directly beneath it stands a brides’ on was done ns —_ ) — of wea 
. —_ . . and spaciousness in Brides’ Store. alls ar 

table covered with an exquisite lace cloth, with a beauti- bridal ‘ales with white ceilings. Gifts are taste- 

Please turn to page 854) fully arranged on tables in appropriate settings. 
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“Let's have lots more buffet suppers, Tom. It’s so easy to have everything ready ...and‘such fun! 
And I can’t think of a better way to show off my heavenly Gorham Sterling than to have it all 
laid out for a buffet supper. I loved your smile when our guests came in and praised our _ 
silver arranged on the table. Perhaps our apartment isn't as big as we'll have some day, but our 
: Gorham silver makes it look as elegant as a mansion!” 
The choice of America's fine families for 116 years, Gorham offers you a wide selection 
| of famous designs... patterns for every taste, every purse by 
Gorham’s master craftsmen, and you can match and add over the years. 
Send for illustrated book, ENTERTAINING . . . TRE STERLING WAY. 
Enclose 10¢ (outside U.S.A. 40¢), address The Gorham Company, 
Dept. VC 4, Providence 7, Rhode Island. 





Gorham NOCTURNE, its clean gracious lines 





tee rte : in the best modern spirit. Six-piece place- “setting consisting of 
astiva Standard teaspoon, luncheon knife and fork, salad fork, cream soup 





Monday through Friday. spoon, and butter spreader, priced for the modest budget. 


INVITING LAYOUTS » » » impressive selling copy... 


selected, powerful magazines and effective use of radio! This is the 
advertising craftsmanship consistently employed by Gorham to stim- 
ulate a new, nationwide interest in sterling. Capitalize this dominating 





campaign by identifying your store advertising with GCORHAM—the 
most advertised name in sterling. 


- | 


» \* 
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it's Time to Put 





Printed Ideas to Work Again 


Direet mail advertising depends for success on its bid to be read. iz 


Following are a number of ideas used successfully in the past 


and whieh brought up to date, can be equally effective today. 


by ERNEST W. FAIR 





ARTIME days have gone, reconversion is under- 
| way, the post-wartime period of unrest is going 
and all of us are getting set for a period of continued 
good business. The jewelry stores of the country are 
mo exception; today, not tomorrow, is the time to go 
after business and go after it again with everything 
we have. 

in the paragraphs to follow are a number of outstand- 
ing ideas each and every one proven successful in years 
past; ideas that can be produced by any jeweler’s 
printer, ideas that have sold merchandise in the past and 
can sell it for us again in the days of good competition 
just ahead. 

‘Each idea, presented below, can be worked out to fit 
the jeweler’s individual business methods and his insti- 
tution, with the aid of his printer. They can be as 
profitable for all of us tomorrow as they were for the 
jewelers who used them yesterday. 

Novelty folder featured a rhinestone fitted into a 
hole cut in a piece of black poster board with the word 
“Thrilling!” on the outside; the stone pasted into posi- 
tion inside a line drawing of a jewel ring box. Inside 
the folder the store’s advertising tied-in with the theme 
of the novel cover. 

f.icense blotter or plate has been effectively used 
by many institutions to sell service. If a blotter, it 
should be printed on enameled stock and otherwise on 
heavy board, preferably in the colors of current state 
auto license plates. Copy should feature a large number, 
the store's telephone number, store name and address 
and a top selling line such as, “For finest watch repair 
work call ¢é 

““You’re invited to...” printed folder carries this 
challenge on the outside, can be prepared as a one-cent 
mailing piece. When opened it can continue the thought 
with . . . “visit our store to see the newest and finest 
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jewelry merchandise just arrived ...” then listing some 
of the items. 

Novelty note books are legion and sometimes costly 
but this old idea is ever popular. It originated with 
“What I know about women,” with the by-line of the 
business man giving it away on the cover. Inside were 
nothing but blank pages for note taking. ““What I know 
about running the U. S. Government,” is another good 
title. The back cover can feature your advertising. The 
idea can easily be adapted to a current local political 
question, governmental topic, etc., and have that much 
more immediate pulling power. This has an advantage 
in that these books can be produced very inexpensively 
since they have nothing but blank paper inside and this 
has another advantage in that this type of novelty is one 
that is retained by the person receiving it. 

“Bride Beautiful” is a folder or booklet idea mailed 
to brides-to-be whose names can be secured from local 
newspaper society columns offering new ideas for the 
bride to use for her wedding and for her home which 
she will establish after the ceremony. Advertising copy 
that can be used is almost unlimited and many tie-ins 
should readily suggest themselves. 

“Courtesy Card” idea of a printed card of this 
nature attached to a sales letter or a folder containing 
a special offer is a good way to welcome new arrivals 
to the city, people moving into one’s neighborhood, etc.; 
the offer may be a specific one, good only with the card, 
or it may extol the “exceptional courtesy” offered by the 
jewelry store. 

Blotters can always be used but if they are to get 
the job done they should contain something unusual or 
useful which will be retained by the person receiving it. 
Calendars, rulers, etc., are most popularly used. 

“Handwritten letters” stand out from any printed 

(Please turn to page 355) 
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Bis, 
5 


Who Knew 
What She 
Wanted 


Francis First 











ff} v ide- to- be > “I’ve seen so many sterling pat- 
terns that it’s hard for me to decide on tust one!” 


SJ alesman : “Then let me show you this 
Reed & Barton Francis First pattern. It’s 
really fifteen patterns in one!”’ 


4B ride -to- be * “Fifteen patterns in one— that 
sounds intriguing. And of course I know the 
Reed & Barton name. I grew up with it, in fact. 
Mother has a Reed & Barton pattern.” 


s 

AS, alesman: “I’m sure your own family will 
enjoy “growing up’’, as you put it, with 
Francis First. We believe it’s the most hand- 
somely decorated silver pattern in the world 
~yet it’s one of the most livable, too. There 
are fifteen separate fruit groupings in the 
service. Each piece has the same graceful 
family outline, though the detail in each is 

different from the others.” 





Af Yr id e-to- be ? “What a wonderful idea! Just 


enough difference in the individual pieces to make 
this pattern one I would never tire of! 


a “And may I add — just enough 


difference in the craftsmanship to assure you 
that you’re buying the very finest sterling — 
Reed & Barton. Feel the perfect balance of 
spoon or fork in your hand. Notice that 
knife handles are balanced so that blades 
never touch table cloth. See the shank thick- 
ness—more silver than in most flatware in 
the area of greatest wear.” 





SS viclo- on ‘** Thanks for helping me make 
such a good selection — at last I’ve found my 
silver pattern. Or perhaps I should say, my 


hfteen patterns in one — Francis First!” iH Ce ed i- 4 qi rlo a 
y A, Cl 
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Lanham Act Will Unify 






U. &. Trade Mark Laws 


The new law, which goes into effect on July 5. 1947, has 


several beneficial aspects lacking in previous legislation. 


Repair men and service establishments may register marks. 


HE LANHAM ACT signed by the President on 

July 5, 1946, will become effective as a new trade- 
mark law for the United States on July 5, 1947, one 
year after its enactment. This act has long been pressed 
for in Congress and was made the subject of extended 
hearings and numerous reports by the House of Repre- 
sentatives and the Senate. 

The Lanham Act for the first time brings within a 
single statute the several trade-mark laws of the United 
States. It attempts to make express provisions for those 
requirements of the International Convention to which 
the United States is a party and to clarify many of the 
problems that have arisen under previous trade-mark 
legislation. 


NEW FEATURES 


While to a great extent the Lanham Act perpetuates 
the principles and practices of the trade-mark law long 
followed in the United States, it does introduce several 
new features designed to increase the value of trade- 
marks, to clarify the rights and remedies available with 
respect to trade-marks, and to extend the scope of pro- 
tection for trade-marks and trade names. 

The act provides for the registration of marks which 
would not have been registrable under earlier laws be- 
cause they were initially merely descriptive or geograph- 
ical. Such marks, when they have in fact acquired true 
trade-mark characteristics from long use, have often be- 
come invested with what is called “‘secondary meaning.” 

While the courts have long treated such trade-marks 
as true trade-marks and have afforded them all of the 
protection available to ordinary arbitrary trade-marks, 
the basic law does not provide for their registration. 
Under the Lanham Act such marks may become regis- 
trable by five years of exclusive continuous use. 

The courts have long recognized the propriety of two 
traders in remote and independent territories using the 
same mark under conditions by which both had acquired 
true trade-mark rights. Nevertheless, the law formerly 
did not permit the registration of such concurrently used 
marks by the concurrent users. The Lanham Act makes 
specific provision for such cases. 

The new trade-mark law also for the first time permits 
the registration of trade-marks to be used by service 
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by CASPER W. OOMS 
United States Commissioner of Patents, Patent Office 


establishments—such as cleaners and dyers, repair men, 
and laundries—which do not manufacture or sell mer- 
chandise. Under the new trade-mark law the users of 
such marks may secure all the benefits of registration, 


CERTIFICATION MARKS 


Another new class of marks made registrable by the 
Lanham Act are the so-called certification marks, such 
as the seal of approval of a laboratory which checks 
and certifies to the compliance of merchandise with cer- 
tain standards. However, the Lanham Act places a 
number of limitations on the registration of certification 
marks. The registrant may use the mark only as a cer- 
tification mark and not to apply to goods of his own 
manufacture or distribution; moreover, he cannot deny 
the certification to any person who complies with the 
prescribed standards. | 

With these exceptions the requirements for a regis- 
trable trade-mark are substantially the same as those 
in the law now in effect and most of the prohibitions of 
the old law are carried into the new act. The language 
of the new act is clarified to a large extent to eliminate 
situations which have caused difficulty in the application 
of the law. 


INCONTESTABILITY 


One of the principal features of the new trade-mark 
law is the provision which renders a mark incontestable 
after five years of registration and continuous use, except 
on certain limited grounds. This provision will confer 
on the owner of the trade-mark security not heretofore 
available under the law. It will also make registration 
more desirable and thus increase the assurance that 
marks are registered and that a prospective user of 4 
mark is more likely than heretofore to learn of the avail- 
ability of the mark upon a search of the records. 

Except from the incontestability conferred by the act 
are marks fraudulently registered, marks that have been 
abandoned, marks used to misrepresent the source of 


goods to which the mark is being applied and marks used 
(Please turn to page 331) 
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NEW ACT UNIFIES TRADEMARK LAWS 
(From page 328) 


to violate the antitrust laws of the United States. The 
statute also prevents a mark becoming incontestable 
when in fact it was in prior use by another. 

Another novelty introduced in the Lanham Act is the 
provision permitting an owner of a trade-mark to assign 
‘t with the good will attending that mark in the field in 
which the mark was used. Previously it was practically 
necessary to sell an entire business in which the mark 
was used. Under the new statute the transfer of a mark 


is thus simplified. 


INFRINGEMENTS 

The practices in existence at the present time with 
respect to infringement of trade-marks has grown up 
from the common law. However, the new trade-mark 
act makes specific provisions with respect to the test of 
infringement, the power of the court when infringement 
is determined, and the protection of newspapers, printers, 
and other agencies that may be innocently and only in- 
cidentally participating in acts which are held to con- 
stitute trade-mark infringement. These provisions are 
expected to eliminate unexpected hazards now assumed 
by service establishments that may become involved in 
a trade-mark contest without any knowledge of existence 
of the infringed mark or of the possibility of implication 
in its infringement. 


SCHEDULE OF FEES AND CHARGES 


The trade-mark act establishes a complete schedule 
of fees and charges. These are slightly higher than those 
written into the Act of 1905, and which remained un- 
changed since the passage of that act. It is expected, 
however, that the new charges should be sufficient to 
cover the costs of administering the Trade-Mark Act in 
the Patent Office. 


One provision of the act is of particular significance 
to the owner of a mark now registered and alive. That 
is the provision found in section 12c which permits a 
registrant of a mark to republish it and thus bring the 
registration within the new act and procure the advan- 
tages of the incontestable provision. This will involve 
the republication of many thousands of marks now 
registered and should prove a partial means of eliminat- 
ing from the register marks which are no longer in use. 

Furthermore, the statute provides that each registrant 
of any mark under the new trade-mark act must within 
the sixth year of its registration file an affidavit in the 
Patent Office showing that the mark is still in use or 
explaining why the mark is not being used. If such an 
affidavit is not filed the mark may be canceled by the 
Commissioner. 

The Patent Office is preparing a new set of rules 
which will govern the administration of the mark and 
will design forms for filing under the act. 








International Sterling 


International 


Slerlin Ly 





has not raised retail prices since the war! 


In the midst of bewildering price changes, oc- 
casioned by the increased cost of silver bullion 
and the higher price of labor, International 
Sterling has held firmly to its established price 
line. 


We have lost no time in telling your custom- 
ers, by means of ads like the one shown on the 
opposite page, that their favorite silverware is 
available, as always, at the price they had in- 
tended to pay! 


We have felt that we had a triple duty:—to 
aid the country in its fight against inflationary 


threats; to keep faith with the millions of women 


to whom the name International Sterling means 
quality silverware at a reasonable price; and to 
play fair with you, the dealer. 


International Sterling has done its level best 
by all three, in keeping its prices at their level 
best! 


TUNE IN to The Adventures of Ozzie and Harriet, Sunday evenings, 6:00 p.m., E.S.T., Columbia Broadcasting System. 


FOR NOVEMBER, 1946 
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The Silverware Industry in America 





First part of an article which will briefly trace the origins, 


development and ecurrent status of American silverware manufacturing. 


This installment covers the period prior to 1869, JC-K’s birth-year. 


Editor's Note: Tie following history of the Ameri- 
can silver manufacturing industry has been prepared 
from materials furnished Tuer JeEweters CircuLar- 
Keystone by the late W. G. Snow, for many years 
Director of Historical Research and Information, Inter- 
netional Silver Co., Meriden, Conn. 


Several years before his death Mr. Snow compiled a 


mass of data concerning the American silverware man- 
facturing industry-—data which was to be employed in 
an article to appear in the 75th anniversary issue of 
Tue JEWELERS CIRCULAR-KEYSTONE, in 1944. 
Unfortunately, the war prevented publication of the 
anniversary issue. However, rather than allow this 
material to remain unused until JC-K’s 100th anni- 
versary, we are presenting a digest of it herewith. 


Introduction: 


HEN volume 1, number 1 of THE JEWELERS | 


CircuLarR was published in 1869, the silverware 
manufacturing industry in the United States was al- 
ready well established. Approximately one hundred 
firms, located primarily in the New England and Mid- 
dle Atlantic states, were manufacturing a wide variety 


of items in both sterling and plated silver. 


Actually, the year 1869 was not one of momentous 
importance in the industry (except, of course, in that 
JC-K was born.) Far-reaching events had occurred 
some years previously and other important discoveries 
and movements were in the future. However, in view of 
the nativity of THe Jrweiers’ Crircuar, it provides 
an exellent focal point for beginning this brief history 
of the industry. 


I. The Situation in 1869: 


S can be seen from the “genealogical chart” of the 
silver industry on the opposite page, many of the 
vutstanding firms had, in 1869, been established for 
many years. One firm, Samuel Kirk & Son of Baltimore, 
had been in existence for fifty years. Later, many of 
the silver manufacturing firms that were doing business 
in 1869 were to combine, but only a few had joined 
forces when this publication first appeared. 


PRICE AND STANDARDS 


In 1869, silver was selling for $1.32 per fine Troy 
ounce. A year later, as a result of the demonitization 
policy, the price plummeted to 4614¢. Consequently, 
it is obvious that the metal was, in 1869, far more ex- 
pensive for the manufacturer than it is today. 

Legislation establishing qualities for silverware and 
methods of marking silver products was nonexistent in 
1869. However, there was an unofficial standard to 
which the majority of the firms subscribed. 

Prior to 1868 most American silver manufacturers 
had used as their standard that for American coin silver, 
900/1000 fine. (Primarily, this was because early silver 
manufacturers had coins as the only source of the metal, 
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silver suppliers not yet having entered the picture.) 
In 1868, however, the Gorham Manufacturing Co. 
switched to the English standard sterling, 925/1000 
fine. Many of the other manufacturers follower suit. 


NEW PROCESSES 

The revolution in manufacturing processes which 
sprang primarily from use of the galvanic battery (and 
which will be considered in somewhat more detail in Part 
II, below), had strongly affected the production of 
plated hollowware. In 1869, although sterling silver- 
ware design appeared to be relatively dependent upon 
traditional lines and European patterns, the new pro- 
cesses led manufacturers to experiment with innovations 
in plated ware. 

Actually, at this time, a large segment of the public 
considered plated ware superior to sterling. For one 
thing, they felt that sterling was likely to be less service- 


able and require greater care in handling, since many 
(Please turn to page 356) 


The awesome-looking chart on the next page is, in reality, 
a simplified "family tree" of the American silverware in- 
dustry. By means of this chart the origin and development 
of many American silverware firms can easily be traced. 
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His Competitors 

















Came to Admire 


When that happens on glamorous 
Hollywood Boulevard, you ean be 


sure that store is outstanding. 


LAMOROUS Hollywood Boulevard, with a multi- 
tude of attractions to dazzle the eye of tourists 
and inhabitants alike, has been enhanced by the ultra- 
modern Shaw jewelry store. The ultimate in postwar 
design and scientific store engineering, its beautiful, 
streamlined facade and striking interior have created 
enough favorable, articulate public comment to make 
other cinemaland merchants sit up and take notice. 
That it pays to modernize has been proved conclusively 
by owner E. M. Lippett, who says the store was re- 
modeled at a moderate cost and in a month’s time, with 
a 50 per cent increase in sales during the first three 
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Glass-topped exterior display cases are 
illuminated solely by ceiling lights in 
vestibule which extend “through” open 
front into the interior of the new store. 


by JUANITA SAYER 


This side of new Shaw store is devoted to 
the display, sale, and repair of watches 
which are neatly arranged for easy selec- 
tion. Floor is gray-black linoleum tile. 


months after modernization, despite the fact that inven- 
tories and advertising were not increased. 

The eye-arresting store was designed by architect 
Raphael Soriano, who collaborated with Lippett for over 
a year. The site was formerly occupied by a building 
estimated to be some 50 years old, which had housed the 
Shaw store for two years. Soriano tore down almost 
the entire antiquated building, and the result might be 
called an entirely new store. 

Soriano designed Lippett’s Santa Monica store three 
years ago, and at that time it was believed to be nearly 
perfect and almost startlingly modern. However, after 
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Millions of women* read the i : "SAAR 

story of Watson Sterling month after month i | | | 


in LIFE Magazine — and thrill to the story | 1 (ff 
of “modern silver with the beauty of old : | . 7 | 


masterpieces”. 

And that means the women of your com- 
munity—many of them your own custom- 
ers—are learning to lean more and more 
toward this fine silver, wrought in lovely, 
original Watson Patterns. | 


NOW is the time to take advantage of this 









° Pany, 141) won. The War... 
trend to Watson. Order your stock of avail- Massachucets, 6 Watson’ Park, Attlebors, as 





able Watson patterns now. Build yourself 
a silver trade that will pay you dividends 
now and later. The Watson Company, 
8116 Watson Park, Attleboro, Mass. 


ACTIVE PATTERNS: Meadow Rose, Windsor Rose, 
John Alden, Foxhall, Colonial Fiddle, Colonial An- 
tique, George II, Lamerie, Windsor Manor, Lotus, 
Juliana. 

*Guaranteed circulaticn of LIFE is 3,754,346 copies This Watson Sterling advertise- 


weekly. Estimated number of readers is 22,000,000 ment featuring “George II” 
weekly. appears in the November 11th 


issue of LIFE. 
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MODERN SILVER WITH THE BEAUTY OF OLD MASTERPIECES 
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Lippett had “lived’’ with his Santa Monica store for 
several months, he discovered a number of flaws, and by 
using the first modern store as a sort of experimental 
construction laboratory, he and the architect were able 
to eliminate them from the Hollywood store. 

Lippett had fallen in love with functional modern 
architecture. He liked its uncluttered lines, the employ- 
ment of a great amount of window space, the integration 
of exterior and interior by the use of the open front, 
and the utilization of a maximum amount of natural and 
artificial light. He found that housekeeping was easier 
and employees burdens eased. Equally important was 
the fact that the modern type store drew more new cus- 
tomers to the windows and into the store itself and that 
there was increased patronage from old clients. 

He was determined that the Hollywood store should 
be even more streamlined than the Santa Monica estab- 
lishment, but without its minor inconveniences. Number 
one bugaboo in that store had been the lighting, which 
was a combination of incandescent and fiuorescent. The 
lighting was pleasant for shoppers, but in the display 
cases it was so hot that it dried out the oil in the watches 
and faded window display material. Lippett and Soriano 
got around this by air conditioning the windows in the 
Santa Monica store, but there was still the fading. 


TRIES NEW LIGHTING SCHEME 


In Hollywood they decided to try a revolutionary new 
scheme which would eliminate all lights from inside the 
aisle and window display cases. This plan was scoffed 
at by some of Lippett’s fellow retailers, who felt that 
by having no light in the cases themselves that the 
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jewelry would probably not reflect nor be illuminateg 
to its best advantage. 

Lighting engineers proved to Soriano and Lippett that 
lights could be removed to a great distance and stijj 
illuminate the cases as well as or even better than if the 
lights were in close proximity, provided that the ares 
had the equivalent amount of watt light necessary fo, 
display purposes. Accordingly, incandescent lights were 
placed in the ceiling of the vestibule, some ten feet from 
the glass-enclosed window display cases, and in the cejj- 
ing of the interior part of the store. The results haye 
been almost fantastically perfect: the lighting is more 
aesthetic in appearance; there is no heat, and conse- 
quently, no fading of display material and no drying 
out of oil in watches, and jewels gleam as if they were 
within an inch of a light bulb. 

Wall cases are air conditioned and equipped with 
fluorescent lighting, since they are built into the walls 
and thus escape the direct rays of the incandescent ceil- 
ing lights. The entire store is air conditioned. 


EXTERIOR AND INTERIOR ONE UNIT 


Glass plays another stellar role in the Shaw store, and 
by using it to its best advantage, exterior and interior 
are integrated into one. There is no structural impedi- 
ment from floor to ceiling of the entire facade, and thus 
the customer has the feeling that he is inside the store 
while standing on the sidewalk. 

The doors are all glass, and above them and across 
the entire front of the store is a five-foot high glass panel. 
A beautiful Gruen clock, in keeping with the modern 

(Please turn to page 361) 


Wide aisles, unclut- 
tered display cases 
and smooth lines pre- 
dominate the modern 
Shaw store. Side walls 
are soft gray and the 
rear wall is warm red. 
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BEN EDIT Zid 


Heavily plated with pure silver on a substantial 


base of Nickel Silver, in authentic period forms — 
that’s Benedict Period Plate! Exceptional quality 
to sell at modest prices — with a worthwhile profit 
Margin — that’s why America's leading volume 
outlets for popularly priced silver make this heavier 
plated ware the basic line in their departments. 


BENEDICT MFG. CO. 
East Syracuse, N. Y. 
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Meues. New 


1. Contrasting colors enhance the beauty of this distinctive 
8-day boudoir alarm clock, fashioned of metal and plastic. 
From the Semca Co., Inc., 30 Irving Place, New York City. 


2. "Showboat" chatelaines, made of sterling and finished 
in antique, white or yellow gold, come in three detachable 
parts. May be worn as chatelaine, attachment or scatter- 
pin. From Admark, 714 Sansom Street, Philadelphia, Psa. 


3. "Fleur de Pearl" design in Jeray jewelry, available in 
earrings, pins, necklaces, bracelets and chatelaines. The pin 
retails for $18 and the earrings for $8 a pair. Available 
from Rice-Weiner & Company, 366 Fifth Ave., New York. 


4. The Open Heart, a new idea in rings introduced by the 
Blits Mfg. Co., Inc., 64 W. 48th St., N. Y. In 14K gold, 
it serves as men's initial ring or, for women, as a new 
setting for old-fashioned rings. Three-initial rings for men, 
$59 Keystone; remounting for women, $50 to $80, Keystone. 


5. "I Love You" in 15 languages and six red enamel lips 
decorate this charm bracelet in gold-colored metal, re- 
tailing for $1. They are available from President Novelty 
and Jewelry Company, !220 Broadway, New York !, N. Y. 


6. Stretch watch band for ladies, 1/20 12K gold in pink 
or yellow, or in sterling. Retails for about $8. From 
a line made by Jaq-Ar Company, 366 Fifth Ave., New York. 
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SHOWROOMS: 
377 5th Ave., New York 16, N. Y. 
607 South Hill St., Los Angeles 14, Cal. 
527 Canal St., New Orleans, La. 
36 South State St., Chicago 3, Ill. 
121 South Monroe St., Spokane 8, Wash. 
4164 Rivard St., Montreal, Canada 


FACTORY: 
17 Custom House St., Providence 3, R. f. *1/20—10K 
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R. M. JORDAN & CO., INC. 
377 FIFTH AVE., NEW YORK I6, N. Y. 
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1. New Zell designed "Fleur-de-Lis'’ compacts feature a 
patented channeled metal rim to keep powder dry and spill- 
proof. "Black Magic" retails at $5.50, no tax. Square 
model retails for $3.50, no tax. Zell Co., 536 Broadway, N. Y. 


2. Simulated cameo pendant in sterling retails for $3.00, 
boxed. Simulated cameo bracelet in sterling retails for 
$10. Rings and necklaces to match are also available. 
They may be secured from H. L. Hirsch & Co., Providence. 


3. "By Appointment,"" a new scent, is slanted at the qual- _ 
ity market through exclusive retail outlets only. Retails ee 
for $15 per ounce, plus tax. Half ounce, $8.50 plus tax. 
The cologne retails for $3.50 for a four ounce bottle. 
From Yona Labs, Inc., 624 South Michigan Ave., Chicago 5. 


4. Hand wrought, personalized, !4K gold initialled tie- 
clasp features spring action, retails for $45 plus tax. De- 
livery within one week after receipt of each order. Made by 
Couronne Tie Clasps, Inc., 545 Fifth Avenue, New York 17. 


5. A heavy holiday promotion campaign will introduce the 
new Eberhard Faber Retractable Ball Point Pen in leading 
consumer publications. The pen is attractively packaged, 
and the 14K gold filled style retails for $25, plus tax. 


6. This watch band, 1/20 14K gold filled in yellow, pink 
or white, retails for $15. Also made in 14K gold to retail 
at $110. Features finger-tip control buckle, safety hook. 
Dalkeen; Inc., 1717 Sansom Street, Philadelphia 3, Pa. 
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There's nothing wishy-washy about Teena the high 
school girl. Our girl Teena has definite ideas about 
the clothes she wears, the food she eats, the home 
she lives in and the things she and her teen-mates 

like to do. Independent, decisive, she makes up her 


mind quickly and is quick to pass on her 






opinion to parents and friends. She 
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has taste, intelligence and a healthy sense 
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of values. And she knows what she 
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wants — though she's not always sure 


where, or how, to get it. It's up 
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to you to tell her—in the magazine 
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she reads and believes= 
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Fe young girl’s serviee magazine 


Seventeen . 
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il Sparkling personality 


















It wasn’t a dowager (nor a high-schooler) who first 
wore a gold choker, first hitched a jeweled 

fob to her belt, first dangled a chatelaine on her 
lapel. It was smart young women, aged 18 
to 30 (the readers of MADEMOISELLE). 
Now the great rhinestone revival is getting its 
selling impetus from the 18-to-30’s, 

first to wear dazzle by day and by 

night. Reach the influential 18-to-30’s 
through the advertising pages of 
MADEMOISELLE, only magazine 


edited exclusively for their 





needs and interests. 


.:  a n n n 


Sell the smart young women who sell other women—Sell the readers of 


AE MUIM ALLE 


A Street & Smith Publication, 122 East 42nd Street, New York 17, N 
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Model retail store used 
as showroom by Ball Co.. 
Chicago wholesale jewelry 
firlm. provides retail 
eustomers with helpful 


ideas for store layout. 


View of Ball Co. model store look- 
ing toward lobby display windows. 
Nothing was overlooked in making 
this as modern and up-to-date as 
possible through the incorporation 
of all latest store design ideas. 





Suggestions ... 





A buyer for a retail store examines 
a watch shown her by salesman Joseph 
M. Kucera at one of two custom-built 
glass-topped tables for watch display. 


by M. S. WILKINSON 


store to help their retail customers in planning their own 
establishments for maximum efficiency and in designing 
effective merchandise displays, occurred to Webb C. Ball, 
president of the Ball Company, one day when he went 
shopping with Mrs. Ball for some new living room 
furniture. 


As they walked through model rooms furnished not 
(Please turn to page 361) 





UNDREDS of valuable merchandising and selling 
ideas for retail jewelers . . . attractive modern 
window, interior, and counter display suggestions .. . 
tested plans for effective store arrangement. . . practical 
hints on modern lighting, store furnishing and decora- 
tion... have been gathered together by the Ball Com- 
pany, Chicago jewelry wholesalers, and incorpcrated in 
a demonstration model retail jewelry store set right up 
on their own sales floor. 
The novel idea of installing a complete model jewelry 


One feature of Ball Co.'s service to 
their retailer customers is seasonal 
displays in lobby windows which offer 
them merchandise display suggestions. 
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PUBLICITY BOARD RE-ORGANIZED 
(From page 215) 


R. I., secretary; Seymour Greenberg, Royal Diamond & 
Watch Co., New York, treasurer. 

Chosen as the members of the Executive Committee, 
through which much of the work of the Board of Di- 
rectors will be done, are the following: Craig D. Mun- 
son, International Silver Co., Meriden, Conn.; G. H. 
Niemeyer, Handy & Harman, New York, N. Y.; Silas 
B. Reagan, Baldwin-Miller Co., Indianapolis, Ind., and 
president of the National Wholesale Jewelers’ Associa- 
tion; B. G. Rudolph, Syracuse, N. Y., past president of 
NACJ; W. Waters Schwab, J. R. Wood & Sons, Inc., 
New York, N. Y., and chairman of the former Jewelry 
Industry Publicity Board; Walter R. Thomas, Atlanta, 
Ga., regional vice-president of ANRJA, and Ray F. 
Warren, Bulova Watch Co., New York, N. Y. Messrs. 


Kaufmann and Lambert, the chairman and vice-chair- ° 


man, are also members ex officio of the Executive Com- 
mittee. 

The name of the organization has now been changed 
to the Jewelry Industry Council. For a long time it has 
been recognized that the word “Publicity” in the old 
title was a distinct handicap to the activities of the 
board, since editors, radio commentators and others are 
apt to be somewhat cynical about material which is 
labeled “‘publicity.” It was felt that another name which 
would more truly represent the character of the organi- 
zation as a body embracing all branches of the trade 
and engaging in many more activities than mere public- 
ity, would be desirable. “The Jewelry Industry Coun- 
cil” was the title chosen from several that had been 
suggested. It is short, it is dignified and is not as stereo- 
typed as the words “Institute,” or “Foundation” have 
become in recent years. 


BY-LAWS ADOPTED 


The by-laws for the new body which were adopted 
at the meeting provide that there shall be two classes of 
membership, one consisting of retailers and the other of 
people supplying goods to jewelers or having business 
relations with the jewelry industry. 
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Another view of the conference 
table discloses, from left 4, 
right, clockwise: Jerome |. 
Grant, American Jewelry Distrib. 
utors; Silas B. Reagan, National 
Wholesale Jewelers Assn.; Fred 
V. Cole, editor, The Jewelers’ 
Circular-Keystone; Harry J. Brom. 
ley, vice-president, Nationg| 
Jeweler; A. E. Haase of the In. 
stitute of Public Relations who 
as a paid executive, has been 
handling the details of the op- 
erations of the Board; W. Waters 
Schwab, chairman of the former 
Jewelry Industry Publicity Board: 
Cecil D. Kaufman, chairman, Jew. 
elry Industry Council; vice-chair. 
man Victor A. Lambert, Lambert 
Bros., New York; Meyer Barr, 
Barr's Jewelers, Philadelphia, 
Pa.; Hyman A. Goldberg, Ports. 
mouth, Va. Also present but not 
appearing in either photo, were: 
Samuel Gerson, Detroit, B. J. 
Rudolph, Syracuse, and Ray- 
mond Warren, of the Bulova 
Watch Company. 


It is stipulated that the governing body of the organi- 
zation shall be a Board of Directors of 25 members of 
whom at least 13 shall be retailers. It is also required 
that both the chairman and the vice-chairman must be 
drawn from the retailer division. 

The 25 directors who had been previously named 
(JC-K page 232 for October) will hold office until the 
annual membership meeting in January, 1948. At that 
time a new election for directors will be held, with 12 
of the directors being elected for one year and 13 for 
two years. At the expiration of the term of the one-year 
directors, their successors shall be elected for a two-year 
term. Thus, one-half of the directors will come up for 
election each year, and half of them will always carry 
over, so that there will be no break in the continuity of 
the effort and a number of men who are familiar with 
the work of the organization will always be on the board. 


ELECTIONS BY MAIL BALLOT 

Because of the practical impossibility of assembling 
at a meeting all of the several thousand members of the 
Jewelry Industry Council, it has been provided that 
the election of directors shall be by mail ballot. Lists 
of all nominees will be supplied to the membership for 
consideration well in advance of the election, and any 
five members may nominate additional candidates by 4 
signed notification to the secretary who shall then add 
such names to the ballot. 

The by-laws further provide that the Board of Direc- 
tors may designate an Executive Committee of nine peo- 
ple, all of whom shall be directors and to which com- 
mittee the board may delegate various duties and respon- 
sibilities in the conduct of the organization. These were 
named as listed above. 

Also chosen was a Finance Committee of three mem- 
bers, consisting of Messrs. Niemeyer, Greenberg and 
Thomas, in addition to the chairman as an _ ex-officio 
member. 

Also named were. Membership, Publicity, and Adver- 
tising Committees whose duties will be, respectively, to 
stimulate membership and contributions, to obtain pub- 
licity, and to plan advertising activities. 

(Please turn to page 346) 
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TXX is America’s Finest Rouge, made by the leading manufacturer of com- 
pounds for the silver and jewelry industry. Has all the qualities that you 
have been looking for in a fine rouge. 


EASILY 
OBTAINED 


ACTUAL PHOTOGRAPH 
FAMOUS TXX BRAND 


HAND 
ROLLED 


nite Gor Gree Sample + GIVE YOUR JOBBER'S NAME 


Let a sample convince you that TXX is the finest rouge that you have ever used. Priced at 22¢ Ib. 
F.O.B. Stratford, Connecticut. Write today for your sample. 


THE ROBERTS ROUGE COMPANY 


STRATFORD x CONNECTICUT 
DEPARTMENT AK 





FOR LIGHT PLATE 
Specify 


Famous PREMIER Brand 





JEWELERS ATTENTION 
Fill in this coupon and remit 30¢ for each 1 Ib. stick mailed free anywhere in the United States. 
Please ship sticks to 























One of the first acts of the newly organized body was 
the adoption of a resolution which expressed in glow 
terms the thanks of the organization in particular and 
of the jewelry industry in general to W. Waters Schwab, 
chairman of the former Jewelry Industry Publicity 
Board, in appreciation of his long and tireless effort jp 
behalf of the promotional campaign, whose presen 
actuality, said the resolution, is largely due to Mr. 
Schwab’s vision and to his unsparing efforts, 


WALLACE STERLING 


IVER POLIS 


will help you sell more silver! 


ee 














As advisers to the board to sit with them in meetj 
_and to participate in discussions but without voing 
_ power, two representatives from the trade press were 
_ chosen, Fred V. Cole, vice-president and editor of Typ 
_Jewecers’ Circutar-Keystone, and Harry J. Bromley, 
_ vice-president of National Jeweler. 














The complete board is now as follows: 

Retailers 

Myer B. Barr, Barr’s Jewelers, 1112 Chestnut St., 
Philadelphia, Pa. 

Samuel Gerson, Gerson’s, Inc., 136 Michigan Ave, 
Detroit 26, Mich. 

Hyman A. Goldberg, Cooper’s, 327 High St., Ports- 
mouth, Va. 

Seymour Greenberg, Royal Diamond & Watch Co,, 
24 West 40th St., New York, N. Y. 

Clifford I. Josephson, Jr., C. I. Josephson Jewelers, 
1514 Fifth Ave., Moline, III. 

Cecil D. Kaufmann, Kay Associates, 702 H St., N. 
W., Washington, D. C. 

Victor A. Lambert, Lambert Bros., 767 Lexington 
Ave,. New York, N. Y. 

Louis J. Milenbach, Milens Jewelers, 1201 Washing- 
ton St., Oakland, Calif. 

H. Victor Paul, Wiss Sons, Inc., 665 Broad St., New- 
ark 2, N. J. 

Bernard G. Rudolph, Rudolph Bros. & Co., 436 S. 
Salina St., Syracuse, N. Y. 

Walter R. Thomas, Walter R. Thomas, Inc., 108 
Peachtree St., N. E., Atlanta, Ga. 


William G. Thurber, Tilden-Thurber Corp., 292 West- 
minster St., Providence, R. I. 

Kenneth I. Van Cott, Van Cott Jewelers, 60 Court 
St., Binghamton, N. Y. | 





in more wavs than one! 


You Profit... 





This new polish tends to make ownership of silver more 
desirable, because it makes easy the task of keeping silver 
clean. Easier to promote and sell... PROFITABLE for you! 
Generous 8 oz. bottle retails at only 50¢, with full mark-up 
to you. It has these advantages: 


I. Saves time and effort... easier to use, cleans faster. 


2. Gets right down into engraved and ornately carved sur- 
faces ... doesn’t cake. 

3B. No objectionable odor. 

4. Safe ... non-inflammable, non-poisonous. 


. Non-irritating ... actually tends to soften, rather than | 


dry the hands. 
@. Enhances patina, gives a higher lustre. 
@- Brightens other metals besides silver. 
%. Good for silverplate as well as sterling. 


Developed by Wallace research, we are 
proud to back this new, better polish with 
the prestige of the Wallace name. The at- 
tractive counter display requires very lit- 
tle space...use it. Order through your 
Wallace representative, or write direct to us. 





Suppliers 








ad | 





NATIONALLY ADVERTISED! 


WALLACE STERLING SILVER POLISH is tied-in with the 
full-color, full-page Wallace Sterling Silver advertise- 
ments, appearing regularly in these magazines, whose 
women readers are very much interested in the proper 
care of their silver: 





| Gordon Howard, Elgin National Watch Co., Elgin, 


Ill. 

Henry I. Jacobson, Jacobson Bros., 551 Fifth Ave., 
New York, N. Y. 

Leo Krussman, Trifari, Krussman & Fishel, 377 Fifth 
Ave., New York, N. Y. 


ATION CIRCULATION . , ; 

LADIES” TRS, cocciwsetstocesvnens os 4,110,361 Frank Milhening, J. Milhening, Inc., 4626 Ravens- 
“ARR REE CENA EET HE 289,906 . 
COSMOPOLITAN... RALLIES ORR 2,092,082 wood Ave., Chicago, Ill. 
SMARRER EGE? -<° rr" 2780-502 eee ek ese eee es — Craig D. Munson, International Silver Co., Meriden, 
MADEMOISELLE -......+--+002000++ pean 426,326 Conn. 
ES ae Leopold Nathan, S. Nathan & Co., 610 Fifth Ave, 
ne 8,185,697 New York, N. Y. 


These readers will ask for Wallace 
Sterling Silver Polish...so display it! 








WALLACE SUILVERSMITHS 
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WALLINGFORD, CONN. 





Gustav H. Niemeyer, Handy & Harman, Ince., 82 
Fulton St., New York, N. Y. 

Edward O. Otis, Jr., Otis Co., 36 Garnet St., Provi- 
dence, R. I. (Also Executive Secretary, New Ex 
gland Manufacturing Jewelers’ & Silversmith’s As- 
sociation. 
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COLORFULLY CALIFORNIAN 


Oy 

) _<5ssSS SAAN, Tie 
> “MI Ess” (A) Style 7B Gold plated buckle, hand carved leather. 
$1.00 individually boxed. 
Style 17B Same band as above, in 2-tone leather. 
$1.25 individually boxed. 
atchbands with the sales (B) Style 10B Sterling Silver buckle, hand engraved. 
$2.50 individually boxed, 
Style 8B Same band as above, in 2-tone leather. 
$2.75 individually boxed. 


The above watchbands also available for women. 


\ 





oY 


magic of the “Old West’, designed and made in 
the California manner. All are individually hand 


carved in the finest of leathers, featuring both hand 





carved buckles and plain semi-precious buckles. 


— . 
ee 


Oe, 


AVAILABLE FOR IMMEDIATE DELIVERY A complete line of 


watch bands in pigskin, calfskin, cordovan, alligator, lizard, 
and sharkskin, with the following choice of buckles: gold plated, 


ATTACHMENTS COMPANY 


gold filled, sterling silver, and sterling silver with gold overlaid. 3% RQuTH - RROUD Way (Oo bee Lee 


, a 


We have representatives in all sections of the country. On 
request they will be happy to show you our complete line. 
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Silas B Reagan, Baldwin-Miller Co., 36 S. Penn St., 
Indianapolis, Ind. (Also president, National Whole- 
sale Jewelers Association. ) 


W. Waters Schwab, J. R. Wood & Sons, Inc., 216 East 
45th St., New York, N. Y. 


Leonard Shiman, Shiman Manufacturing Co., 113 


Monroe St., Newark, N. J. 


Ray F. Warren, Bulova Watch Co., 630 Fifth Ave., 
New York, N. Y. 


Each director has the privilege of naming an alter- 
nate to attend meetings and vote for him in his absence, 
if, at any time, it is impossible for the director to at- 
tend. Thus, at the original meeting Charles T. Evans, 
secretary of ANRJA, acted as alternate for Mr. Joseph- 
son and Carl M. Fishel as alternate for Mr. Krussman. 
Jerome L. Grant, American Jewelry Distributors, who 
has been designated by M. Reagan as his alternate when 
occasion arises, attended with Mr. Reagan as an 
observer. 


It was felt that with the re-organization now com- 
pleted, the program of actual promotional ‘activities 
should be gotten under way at once and a substantial part 
of the time of the meeting was devoted to consideration 
and discussion of various suggested projects. A number 
of these were approved and instructions were issued by 
the Board to the executive personnel to put them into 
effect as rapidly as possible. Some of them will be car- 
ried out between now and the end of the year, while 
others which may require more preliminary work will be 


started as rapidly as possible and put into effect at the 
earliest practicable date. 

Included in this list of activities are such things ag the 

following: 

1. A revision of the present wedding anniversary gift 
list in such a way as to give the jeweler a mor 
favorable break in the official gift list, especially iy 
the earlier years following marriage. Under the 
present list, jewelry store gifts do not come intg 
the picture to any extent until the 25 year silver 
anniversary. : 

The new list will be carefully worked out in gop. 
sultation with jewelers around the country and ag 
soon as it has been completed and agreed upon, 
will be not only supplied to all retail members of 
the Jewelry Industry Council, but will be supplied 
with literature and display material and it will also 
be widely publicized and promoted. 

2. A plan book to aid retail jewelers in making night 
window displays more effective. Authoritative sur- 
veys have shown that the bulk of pedestrian traffic 
in the evening hours is masculine, and it is believed 
special window showings for evening use designed 
to appeal to the male buyer would be helpful. 

3. A series of articles on what’s new in the jewelry 
field for fall and winter. These will be distributed 
to newspapers, radio stations, etc., and will be so 
handled that each paper in a given city will receive 
a different article, since editors will always give 
better attention to a story which is given to them 
































oa Men, loo, havea YON. 


woe for golden-hued Dirilyte flatware. They like the warm. cheerful glow 
aes of this fine solid metal, which harmonizes with gold-decoreted china 
ser and crystal. They like its durability — Dirilyte is steel-hard, and very 
tot scratch-resistant. To please a man and woman both — give Dirilyte 
pir If you can't get it this Christmas, give the fascinating booklet “How 


To Set A Beautiful Table with Golden-hued Dirilyte.” with a Savings 
Bond. When writing for booklet. please enclose 15Sc 


Golden-hued Dirilyte 











from a series of ads AMERICAN ART ALLOYS INC., KOKOMO, IND. 
appearing rt] 1 West 34th St., New York Dirilyte, Reg. US Pot OF 
HOUSE & GARDEN 

and HOUSE 

BEAUTIFUL. 





The Growing Call for Dirilyte 


An additional factory for making Dirilyte has 
been completed and is in production. Still, the 
demand for Dirilyte phenomenally outpaces 
supply. The public has made up its mind that 
this golden-hued metal flatware is lovely, glam- 
orous, practical — and is clamoring for it. De- 
lighted as we are with this success, we have not 
rushed into ballyhoo. We have advertised 
Dirilyte consistently and modestly in leading 
magazines and shall continue to do so, building 
a solid foundation for the business that will 
eventuate when we can supply all the Dirilyte 
you can sell. That will be a great day for all con- 
cerned. Though we cannot take new accounts 
at this time, we invite you to list your name with 
us for the future. 


Golden-hued Dirilyte 


AMERICAN ART ALLOYS, INC., KOKOMO, IND. 
1 West 34th St., New York Dirilyte, Reg. U. S. Pat. Off. 
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Every watch equipped with Incabloc is 


1000 TIMES STRONGER 
than the watch without 


The Incabloc can be adjusted to all watches, giving absolute 
protection to the pivots of the balance. The latter are 1000 times 
weaker than any other part of the movement. The Incabloc device 
confers to the balance a resistance equal to that of the other 
parts. This device ensures greater solidity to all watches, increasing 
their working capacity as well as their value. A watch without 
the Incabloc is old-fashioned, lacking an admirable technical 
improvement due fo modern horological science. 


How it works 


The function of the Incabloc can be compared to the movements of 
an athlete at the moment of jumping. An inexperienced man jumps 
stiffly and will be subjected to a most violent shock. The athlete 
executes a flexible movement and suffers no prejudice. The principle 
of the Incabloc is greatly similar to the movements of the athlete. 





Now look how it works 1n the movement 





The Incabloc maintains the two pivots of the balance in their 
centered position but allow them to shift around, under the 
influence of a shock coming from any direction, until the most 
resistant parts of the balance rest against the banking-pins. imme- 
diately after, thanks to the pressure of the Incabloc spring, the 
balance automatically resumes its original cenfrical position. These 
minimum movements represent 5 to 7/100 mm. but are sufficient 
to eliminate the danger of rupturing. 


ITS POPULARITY 


All parts are made with a maximum tolerance of about one thou- 
sandth of a millimeter. Special apparatus is used, enlarging all 
parts 50 times, allowing most careful checking. 

Of course all parts are interchangeable — a great advantage to 
watchmakers. 

It is the most widely spread system, used in over 10million watches, 
giving proof of its efficacy. Its numerous imitations — another 
proof of its quality — have never come up to the real Incabloc. 


| The block 


Because of the block-bed, the Inca- 
bloc shock protector is complete in 
itself, containing all the elements 
shown here, held together by the 





Incabloc spring 








A remarkable discovery in itself. 
Exercises an evenly and carefully 
calculated pressure. Does not react 
under minimum shocks, but a fall 
of about 7 inches sets the Inca- 
bloc mechanism in motion. 








PLL 


AMERICAN INCABLOC CO., 580 FIFTH AVE., NEW YORK 
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NEW AND POPULAR PRICED 


STERLING AND PLATE 


Old English Silver and Plate 
Old American Silver 


OTM aaa aime lilimelitoetcaut 
Reproductions 


Sheffield Reproduction 











UNITED STATES 
SILVER CU., Inc. 


56 West 47th Street, New York 19, N.Y. 





























exclusively than to a general release which is brogg. 

cast indiscriminately. This, of course, will inyolye 

considerable additional effort but it is felt that the 
results will more than justify it. 

4, A series of articles on good taste in gifts over the 
signatures of recognized authorities, with particula, 
emphasis on the desirability and good taste of , 
gift of jewelry and building up the jeweler ag the 
dependable counselor in the selection of gifts jp 
good taste. This, too, will be distributed to news. 
papers and radio commentators on the same genera] 
basis as the new item articles referred to above. 

5. The preparation of an “official list” of recon. 
mended gifts for birthdays at various ages starting 
with infancy and of course consisting of items gen- 
erally offered for sale by jewelry stores. For ex- 
ample, a gift for a child of one year might be ap 
item of child’s jewelry or a piece of child’s silver. 
ware; some specific item of jewelry for a little girl 
at the age of ten—perhaps “the first watch” for , 
boy when he reaches a certain age, and so on. 

This, too, will be widely publicized and pro- 
moted, and again jeweler members will be supplied 
with literature, window display and other promo- 
tional material for their own use. 





6. Some type of weekly service for newspapers in the 
smaller cities which will publicize jewelry in a 
manner likely to be interesting to the public and 
acceptable to the small city newspaper. 

7. A well-rounded promotion campaign to be used by 

(Please turn to page 368 H) 


THIS JOINT'S JUMPING 


(From page 316) 


to Great Bend Senior High classes, supplied pins to 
sororities and other clubs, and dispensed cards and an- 
nouncements to the last few editions of the senior class. 

But in two brief months, the jeweler believes, the 
music shop with a special welcome mat out for teen- 
agers, has spread more good will among this age group 
than in years of previous endeavors. Not only has he 
cinched the music and jewelry trade of a sizable portion 
of the city’s teen-agers, but parents of the youngsters 
have also displayed their appreciation of the nice spot 
he estabished for their music-conscious offspring, and 
give concrete evidence of their appreciation by shopping 
in the jewelry department. 

Reached by convenient stairs, the music shop is sixty- 
four feet long by twenty-three feet wide. Prima-vera 
showcases with wall cases trimmed in birdseye maple, 
in natural finish, create an eye-appealing effect. 

Record department accouterments are composed of 
two album display fixtures, with plush backings, electric 
ear receiving outfits for record shoppers in a hurry to 
hear their favorites, and for those with a desire to relax, 
there are air-conditioned listening rooms. 

A $15,000 stock of musical merchandise, including in- 
struments, is maintained. Certain to boost his almost 
A-1 rating with Great Bend parents is Mr. Komarek’ 
plan to rent musical instruments to young people who 
cannot afford to buy them; long-term credit arrange 
ments will be offered. Breathes there a proud mother 
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or dad who hasn’t wanted junior to play the violin, saxo- 
phone, or some other instrument? 

The fanfare with which Mr. Komarek introduced his 
new department has benefitted sales in all sections of 
the store. Spot advertisements on Station KVGB, local 
radio station, publicize both musical merchandise and 
jewelry, and several times a week, broadcasts which the 
public is invited to attend emanate from the store. 
Traffic generated by this bit of strategy is advantageous 
to jewelry and gift departments because in order to 
reach the basement where the broadcasts are conducted, 
the crowds must pass the showcases in which jewelry 
and giftwares are displayed. 

Believing that no one has the teen-age angle like a 
teen-ager, Mr. Komarek has placed record sales in the 
hands of 16-year old music-wise Elizabeth Capes, who 
plays in both the town and high school bands. Charged 
with band instrument sales is Morton Cecil Cuplin, aged 
eighteen, and cashier for musical merchandise is Myr] 
Eddingfield, who, at twenty, is the oldest in the de- 
partment. 

Simultaneous with the establishment of the music 
shop, Mr. Komarek equipped his entire store with air 
conditioning. Anyone who has been exposed to the 
torrid Western Kansas sun, will appreciate what this 
equipment contributes. Serving as a heating plant in 
the winter, the air conditioner completely changes the 
air in the building every twenty minutes. 


The comfort engendered by the refrigeration unit is 
credited with helping sales by causing customers to 


linger longer; the lingering interval creates additional 
sales opportunity. The salespeople’s efficiency has also 
taken a turn for the better since the equipment was in- 
stalled. ‘‘Clerks positively purr with contentment since 
we equipped with the refrigeration unit; they ply their 
sales arguments with considerably more zeal,” declared 
Mr. Komarek. 

Currently, Komarek jewelry customers are beating a 
steady path to the watch repair department. Scarcity 
of watches has motivated residents to keep their old 
watches in tip-top shape. Because there has«been a 
steady avalanche of repair trade descending on the store, 
Mr. Komarek has developed a system whereby watches 
are accepted for repair on the first and second day of 
each month only. This method enables watchmakers to 
service timepieces and have them back to owners in a 
comparatively short time. An average of 150 watches 
are received every month for servicing in the two days 
during which they are accepted. 

Store traffic produced by the music shop and a de- 
pendable watch repair department has contributed not 
only to creating a rapid rise in the present sales volume 
at Komarek’s, but is also building a roseate jewelry 
sales future. 





THE PUBLIC IS HUNGRY FOR CLOCKS 


(From page 320) 


announced preference was overwhelmingly in favor of 
the electric variety. 
Twenty-three families admitted owning six or more 
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High quality! These 6 power, light weight binoculars are 
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electric clocks, 70 families stated they possessed four 
or five electric clocks, and 467 families reported own; 
two or three electric clocks. One electric clock to , 
household was reported by 575 families. Approximately 
472 families owned no electric clocks at all, many of 
them reporting that direct current prohibited their use 
Insight into the types of clocks preferred was gaineg 
by answers to the questionnaire specifying the domestic 
location of given types of clocks. The results were as 





follows: 
Hand 
Electric %ofall wound 4% ofall 
clocks clocks. clocks clocks 
Living Room ...... 483 10.1 419 8.6 
Dining Room ....... 98 2.3 118 2.4 
734 15.2 419 8.6 
ED ok bs a ein pe ea 735 15.3 1,682 34.9 
PE sce cceein cue 56 1.1 76 1.6 
2,101 44.0 2,714 56.1 


As can readily be seen, the majority of clocks, electric 
and hand wound are found in bedrooms—a thoroughly 
logical situation. Kitchens rank second, living rooms 
third and dining rooms fourth. Nearly half of the total, 
however, were bedroom clocks. 

Of the total number of clocks indicated by the survey 
(4834), 73.4 per cent were more than five years old. 
Thirty three per cent of the electric clocks (1601) and 
39 per cent of the hand wound clocks (1940), were this 
old. 

Another question which might be asked has also been 
cared for by the McCall’s survey—‘‘Who buys the clocks, 
men or women?” 

Of the 957 persons who expressed a tendency to buy 
one or more clocks within the coming year, almost three- 
fourths turned out to be women. Here is the breakdown 


in figures. 

Purchase will be made by Number’ Per Cent 
oa i ae kel a a aN le oe a Daa 197 20.5 
rT ry ee ae eee Te eee 706 73.8 
SI I re 23 2.4 
EP See yn eae 31 3.3 


Of all those answering the question on the survey, 
for the 1607 answering families, the figures are slightly 
different: women would buy about two-thirds of the 
clocks: 


Purchase will be made by Number’ Per Cent 
EN Rb ndash REA aad RN REE REA 293 18.2 
i eee 2 oa ek aaa cee onan cae en 1,083 67.3 
EP PT, obs Seeka ek iia ieu cress 35 2.2 


However, either way, it is clear that women dominate 
the clock-buying situation. 

Naturally, all surveys must be approached with cau- 
tion, but in view of the pains taken by McCall’s to secure 
a representative cross-section of the clock-buying public, 
it would appear that the facts are justified of extension 
to the industry as a whole. 

And that, in turn, forces but one conclusion: 

Although jewelers have a percentage of the electric 
clock business, they can get a greater share of it (and 
the hand wound clock business, too) by more aggressive 
promotion and sales effort. The public is there, but 
whether or not they will purchase from a jewelry store 
depends upon the efforts of the jeweler himself. 





2 Halls, dens, libraries, cellars, garages and back sitting rooms. 
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GIFTWARES EARN PERMANENT PLACE 
(From page 322) 


announcements all carry the theme “When you think of 
gift items or a diamond or watch, see Jones first.”” Two 
weeks prior to special dates as Mother’s Day, Christmas, 
Valentine, graduation and se forth these programs are 
supplemented, not supplanted, by transcriptions of one- 
minute duration furnished by J. R. Wood to promote 
Art Carved Rings. 

On the regular spot announcements, merchandise 
limited as it is, it is not deemed good business to adver- 
tise any particular item or items, as they may be sold 
before the announcement is even aired. However, “brand 


names” are frequently used to identify them with the 


store. 
But display is the thing. Mr. Jones has twin win- 


dows, one for featuring jewelry, the other gift items. 
Much thought as to timeliness and arrangement is given 
to these displays which are changed at least once a week. 

Display inside the store is as carefully planned and 
executed. Nothing is arranged to give the impression 
he is storing items for prospective customers. Neither 
does he put everything on display, as difficult as mer- 
chandise is to procure. Last week’s customer will see 
something new this week. This maintains and keeps 
customer-interest alive. No one thing so discourages 
shoppers from coming into the store as to see the same 
old items week after week after week. 


Down the center of the store Mr. Jones has a row of 
tables set up complete with service for four, even to the 
linen. These complete lay-outs not only suggest pur- 
chases of silverware sets or individual pieces; they fre- 
quently sell as complete units—silver, glassware, china, 
linen, and all. 


MUST UNDERSTAND PEOPLE 


While a thorough knowledge of merchandise is indis- 
pensable, it is an understanding of people that is the 
most important factor in successful retailing. After 
all, one does not deal merely with merchandise; it is with 
living people, their emotions mostly, that the retailer 
must cope. 

Therefore, inexperienced help is costly in more ways 
than one. Most applicants who apply, Mr. Jones has 
learned, are extremely self-indulgent. They would like 
the atmosphere, the air-conditioned comfort, and the 
merchandise they would handle would weigh so little. 
Not a few, but the vast majority of applicants have an 
overbearing attitude; they e~e supercilious, and seem to 
be suffering from delusious of grandeur and want the 
setting of a jewelry store for their background. 


It is a rare occasion when an applicant, an inexperi- 
enced one, walks in possessing genuine, 24-karat interest 
in the work. These types are easy to distinguish from 
the others. They will already know something about the 
merchandise, the fundamentals, because they were in- 
terested enough to have read up on the subject. 

Very few jewelry customers are more than remotely 
acquainted with the merchandise. Their only yardstick 
to measure value or quality is the price tag. Hence the 
average customer is a trifle bewildered. It is an ex- 
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perience outside their daily routine and instinctively 
they feel at the mercy of the person waiting on them, 
Capable salespeople are, therefore, an absolute necessity 
in the jewelry store. 







Mr. Jones continued, “It happens frequently ‘that , 
customer walks in to look over our gift department anq 
appraises the selection the best she can. She will judge 
the prices according to her past experience with simile; 
items. She will see the similarity but is unable to disceyy 
the difference. She will see an item or two that appeals 
to her and inquires the price. If that item happens to be 
one whose price is likely to seem ‘too high’ to the eyg- 
tomer, which in many cases it will be, it is a mistake to 
quote the price immediately. It is much better to ayoig 
a direct reply until the way has been prepared for jt. 
For instance, the customer might be asked if the person 
for whom she is buying it—it will usually be evident 
that she is not buying it for herself—has her home fin- 
ished and decorated in such a way as to make the gift an 

appropriate one. Asking some such question which is in 
The Girl in the Ad on Pa ' 330 the interest of the customer will help to make her fee] 
9 that you are chiefly concerned in truly helping her. Thus 
you will begin to gain her confidence and from then on 
The angelic heroine of the International Sterling ad on the | she will rely on your judgment. There is always an item 
page next door is 17-year-old Vickie Dugan. within her price range and a few well-chosen words will 

A star member of the Society of Models, Vickie hails from | enhance it in her eye and she will be pleased and satis- 

Brooklyn. Camellia-skinned, honey-haired, she’s a happy | fied with her purchase. Remember, a satisfied customer 


























































natural for her chosen profession — modeling. always returns!” 
Looking about as athletic as an orchid, she nevertheless is 
a whiz at swimming and tennis. She’s a dream on roller skates, 
too ... last April she won a beauty contest sponsored by roller- FOR THE BRIDE ALONE 
skating rinks! One look at the lovely Vickie wil te!l you why! (From page 824) 
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fully decorated cake centered with a miniature bride and 
groom. 

Tastefully arranged on the table are gifts to delight 
the heart of maid and matron alike; vases of every size 
and shape, precious sparkling silver, and fragile china 
in varied patterns and designs. On one side of the brides’ 
table is a formal tea table with hand-chased sterling tea 
service, while on the other side is a brides’ luncheon 
shower table complete to the last detail. 

These new and novel display methods replace entirely 
the conventional showcases, and is an ideal way for the 
bride and her friends to see exactly what she needs. In 
addition, she also gets the completed effect of her table. 

The window displays also employ tables on which 
tastefully arranged gift items are displayed and glass- 
ware is shown on counter tops of frosted glass lighted 
by hidden fluorescent lights beneath. 

The walls of the store are bridal blue with white 
ceilings; floor-to-ceiling mirrors give a general appear- 
ance of luxury and spaciousness. Satin walnut wood 
makes an effective background for interior displays and 
the store is air-conditioned. 

: “We are always striving to keep pace with the tempo 
POOLE THREAD : of this progressive age,” Mr. Underwood said, concern- 
ing the idea of the addition of the Brides’ Store to his 
present jewelry establishment. “We are constantly 
seeking to render to our customers the utmost in service. 

Mr. Underwood’s method of announcing the opening 

Illustrated Foiders on Request of the new store was both unique and effective. A 


FRANK SMITH SILVER COMPANY wre friendly personal letter was sent to every customer, 
GARDNER, MASS. ie telling of the store and the services it would render. The 
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letter was followed a few days later by a formal invita- 
tion to attend the opening. 

Certainly the Brides’ Store is a step forward in mer- 
chandising. We are living in an age of progress that 





Club rosters offer an excellent printed piece of ad- 
vertising which will be retained by every member of that 
club and not thrown away. Many small clubs do not 
have such rosters. Preparing them is an excellent good- 


' makes our dreams of better living today a dream come will builder and one can easily obtain full cooperation 
. true tomorrow. on such a project. A minimum amount of advertising is 
ts advisable since this is primarily institutional and good- 
Is TIME TO PUT PRINTED IDEAS TO WORK will building advertising. 

,e (From page 326) Novelty letters have always been good attention 
;- getters. One such proclaiming, “Red Hot Jewelry 
to letters or direct mail pieces one may receive, even News” had charred edges made by stacking the printed 
d though ep asco wr = a ee oo _ mee letters and burning the edges of the stack. 

attention because they are the unusual an lis holds ° : ; 

: true for others as well as ourselves. They can be econom- a yates ane = — lodges re onan 
t ically handled by the printer through the use of an ee ee a beens ewe re th nhene> mes esas 
% engraving of an actual letter written by the jeweler. message. This should be sia brie - Ehese ae be Keo 
n The cost of the zinc line engraving is not high as this is cards although they will be as widely used if postage a 
n the least expensive type of cut. The letter may also be sand included and this — — then be eliminated. 
, produced by photo-offset. Simulating a fountain pen ink This is another good institutional goodwill builder. 
: is advisable rather than using regular printer’s black Employes’ post cards have been used by a number 
n ink. This will be particularly effective when the en- of stores. These can be designed with printed headings 
, velopes are actually hand addressed rather than typed. for the employes name, store name and address and 
1 City maps are always retained by people who re- telephone number and are to be hand written, mime- 


“3 


ceive them; they can be made inexpensively and ample 
listings can be carried around the four sides of the map. 

Entertainment schedules are retained; these may 
be lists of club and social affairs obtained from news- 
papers, motion pictures scheduled at local theatres (in 
this instance the theatre manager will generally pay half 
the bill) or some such program. 


ographed or printed, then signed and addressed person- 
ally by the employe to his or her personal friends, 
calling their attention to a sale, the store service or 
special merchgndise. The personal contact angle incites 
the customer’s interest. A sales contest for employes 
accompanying such a stunt will insure judicious use of 
these cards by the employe. 
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THE SILVERWARE INDUSTRY IN AMERICA 
(From page 832) 














items made entirely of this metal were extremely thin, 
Also, the machined execution of plated ware appeared 
more perfect than that of sterling items which had a 
hand-crafted roughness. These two objections were 
overcome subsequently and, as a matter of fact, the 
public came to appreciate the value of obvious hand 
fashioning. 
| Catalogues put out by silver manufacturers in the 
late 1860’s give some indication of the more popular lines 
of the time. Tea sets generally came first as to amount 
of space occupied, followed by casters, cake baskets 
and ice pitchers. Trays, children’s cups, candlesticks 
and other minor articles rounded out the selection. 
'latware, of course, was also prominently displayed in 
these catalogues. 

By 1868, the double wall ice pitcher was just making 
its appearance in manufacturer's catalogues, and shortly 
afterwards a pitcher with a porcelain lining was fea- 
tured. This latter was a best-seller for the succeeding 
25 years. 
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ORGANIZATIONS 


Cooperation within the industry was extremely notice- 
able in the late 1860’s. In addition to a long-standing 
custom whereby one manufacturer might place his mark 
upon an item made by another (since not all plants were 
equipped to do the same work), there was evidence of 


| . a tendency to form silver manufacturers into an 


JAN UD EXDUS UIT Tk See eee 


signed by several makers of plated ware, concerning the 
formation of an association for a better understanding 
of business conditions. This same organization was in 
existence in 1872 and may, conceivably, have been in 


Here is just the gift people are always lookin, existence three years earlier. 
for—something different and distinctive. It’s one Having thus sketched a brief indication of the status 
they exclaim about . . . show with pride . . . use of the silverware manufacturing industry in 1869, it 
with appreciation. would now be well to turn back and review the events 
The carving aid is an outstanding example of which led to the prospering industry of that year. Then, 
fine plated ware and is a worthy addition to the that completed, it would be possible to round out the 
proudest silver service of any pattern. It is picture by considering events which occurred after 1869. 
genuinely appreciated by both sides of the family 
for its beauty and for its usefulness in making II. Prior to 1869: 


the carving of fowl, roasts, or ham the gracious 
ceremony it is intended to be. 

Nationally advertised—a fast moving item. 
Orders are being filled as received. 


It was only a short time after the first colonists came 
to these shores in the 17th century that silversmiths 
were to be found plying their art in the colonies. Many 
of them, of course, practiced other trades as well—some 


GERITY-MICHIGAN DIE CASTING COMPANY were blacksmiths, others farmers, merchants, etc. 
ADRIAN, MICHIGAN The earliest recorded silversmith in the Colonies was 
In rich, full color Thomas Howard of Jamestown, recorded in the register 


of the Virginia Company in 1620. In Charlestown, 
Mass., John Mansfield was practicing the art as early 
as 1634, John Hall was operating in Boston prior to 
1652, and Ahasuerus Hendrickse, from Holland, was 
turning out silverware in New York in 1675. 


gift package 








These colonials were, of course, fulfilling a direct need 
of the people. Coming from Europe, the colonists had, of 
necessity, to travel “light.” Consequently, being unable 
i to carry household possessions with them, it was neces- 
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sary for silversmiths and pewterers to produce them. 

During the 18th century, the work of silversmiths and 
pewterers became even more in demand. There were no 
such things as banks, of course, but, since many a family 
was doing a brisk trade with the Mother Country, there 
was money—and a great deal of it! It seemed perfectly 
natural for the wealthier folk to turn their excess shil- 
lings and Spanish dollars into silver utensils—literally. 
In addition to being useful, vessels made of the melted 
coin were also handsome to look at, and always retained 
the intrinsic value of the metal from which they had 


been made. 


EARLY PROCESSES 

It must bé borne in mind, at this point, that prior to 
the early 19th century, virtually the only metals avail- 
able to the smith for the fabrication of domestic flatware 
and hollowware were sterling silver and pewter. Metal- 
lurgy had not progressed to the point where other alloys, 
suitable for utensils, had been discovered. 

However, in 1823 the society for promoting industry 
in Prussia offered a prize for the invention of an alloy 
which, while similar in appearance to silver, should cost 
no more than one-sixth the price of silver but still be 
suitable for culinary and table purposes. A year later, 
two German scientists, working independently, produced 
an alloy, containing nickel, which met the specifications. 
This new alloy was termed “German silver.” 

For many years German silver (the formula for which 
was a closely guarded secret) was imported into the 
United States for manufacture into flatware and hollow- 
ware. Then, in 1834, a patent was issued to J. H. 


Hagenmacher for what was described as “a new Ameri- 
can silver.” Similar to the nickel alloy developed by the 
Germans, this metal was used, according to advertise- 
ments in the Greenfield Gazette, for making “tea sets, 
including forks, spoons, etc., usually made of real silver.” 

About a year later Benedict & Burnham of Waterbury, 
Mass., began rolling German silver at approximately 
the same time that Robert Wallace is credited with 
securing its formula. By 1855, the use of German silver 
for tableware had been generally established. 

For a number of years prior to 1840 there was being 
raade, in England, what was generally called “Sheffield 
plate’—the result of sweating or soldering silver to 
copper and then rolling it to the desired thickness. The 
piece was then made by either stamping or forming in 
dies. 


THE REVOLUTION! ELECTROPLATING 


In 1840 a patent for a system of depositing one metal 
upon another by means of electrolytic action was secured 
by G. H. and R. Elkington of Birmingham, England. 
The method was termed the Galvanic Electro Process 
and created considerable interest in scientific circles 
throughout the world. 

Immediately, a representative of the Elkington firm 
jeurneyed to America and attempted to interest New 
York firms in the possibilities of the process. No one was 
particularly interested, however, and Elkington returned 
to England where his process had only moderate suc- 
cess since many thought that it did not take maximum 
advantage of the metals employed. 

Shortly after Elkington’s visit to New York, however, 
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NATIONAL SILVER DEPOSIT 
WARE CoO,, INC. 


Executive Offices and Showrooms 


44 WEST 18th ST., NEW YORK 11, N. Y. 








Manufacturers of 


Sterling Silver Deposit Ware with non- 
Tarnishable Rhodium Finish. 


Also Gold Decorated, Enamel Color Deco. 
rated, Hand Cut, and Hand Carved Glass- 
ware and Drinking Accessories. 


Also Unusual Giftware of 





Chromium and Glass 








HORSE SHOE and NAIL PIN Lucite and Glass a 
Beautiful combination of gold plating on sterling Brass and Copper Combinations 
silver (or rhodium finish), studded with white Superior Silver Plated Ware 
rhinestones. | 

Earrings to match Branch Showrooms: 
#137/109 ¢9.99 «541/109 gy co 
To retail To retail *6: Chicago: 1553 Merchandise Mart 


Boston: Parker House, 44 School St. 
Los Angeles: 729 South Union Ave. 
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Wild Rose 


Just an example of the beauty, the dignify, the 





A WHOLE SHOPFUL OF TOOLS IN 
ONE .. . FOR HOBBYISTS, CRAFTSMEN, 


charm of silver deposit ware on crystal in the MACHINISTS ... WORKS WOOD, METAL, 
Wild Rose Pattern. Other items in the same PLASTICS, GLASS 
pattern are being offered in limited quantities— pi ple yyne dagen agcoallinge em yews 
- ‘ f your way wit is great too at 
all made to Silver City high standards. broke all sales records, for Casco is bernany 


recognized as the leader, with more 
exclusive features than any other tool 











NON-TARNISH on the market. Sold only in retail 
stores, Casco is nationally advertised— Exclusive finger- with 35 ace 
to bring customers to-you-—in maga- grip brings hand fitted steel 
zines of every type: general, voca- ag oan 
S [ LV E 4 C ITY G LA SS @ O e tional, arts-and-crafts and mechanical — value if 
trades. This means business! pereneees. 
MERIDEN, CONNECTICUT DELIVERIES STILL ARE LIMITED and based on allocations, but production 








is improving rapidly. Casco Products Corporation, Bridgeport 2, Conn. 
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the Journal of the Franklin Institute of Philadelphia 
(a scientific organization ) published an article, taken 
from a British publication, outlining the method of 
electro-plating by use of galvanic batteries. A member 
of the Franklin Institute, one Sumner Smith of Hartford, 
Conn., apparently read and profited by the article, since 
he advertised in local papers that he was familiar with 
the new art of “gilding, silvering, etc., by galvanism, and 
any person wishing information in this beautiful art 
may obtain it of the subscriber for a moderate compensa- 
tion.” Immediately afterward, several Hartford people 
were experimenting with the process, evidently having 
secured some basic information from the enterprising 
Smith. 

Among the experimenters were William, Asa and 
Simeon Rogers who appear to have carried their experi- 
ments further than others. By 1846 Asa had, ap- 
parently, discovered the proper combination of materials 
and technique, and in conjunction with the Cowles Mfg. 
Co., (of which Asa was secretary), plated spoons and 
forks were being produced at Tariffville, (Granby,) 
Conn. 

Early in 1847 the Rogers Bros. transferred back to 
Hartford and in that year the first spoons stamped 
with their mark were produced. From that time on the 
business expanded rapidly and at the first World’s Fair 
Exposition held in New York in 1853, the Rogers 
brothers were awarded a bronze medal for quality and 
design of their electroplated spoons. 

The trend toward producing silver plated ware re- 
ceived considerable impetus in the 1850’s and 60’s, al- 
though a number of firms continued to concentrate on 
sterling. Among the latter may be listed Samuel Kirk 
& Sons, Baltimore, and Tifft & Whiting, (now the Whit- 
ing Co.,) North Attleboro. Manufacturers producing 
plated ware included Gorham & Webster, Providence, 
who started producing plated ware about 1864; Luther 
Boardman, East Haddam, Conn., who was plating table- 
ware in 1856, and Flagg & Homan, Cincinnati, O. 
Robert Wallace of Wallingford, Conn., continued pro- 
ducing German silver flatware until quite late in the 
19th century, when sterling and plated ware were added. 


EARLY MERCHANDISING 


The merchandising of silverware in the United States 
sprang from the energies of two Meriden, Conn., pewter- 
ers: Ashbil Griswold and Horace Wilcox. 

Griswold, for his part, made such a success of pewter- 
ing that others in Meriden followed his example and set 
themselves up in the business. In a short time such a 
large number of men practicing one craft in a single 
town had the obvious result—a glutted market. It be- 
came clear that the Meriden pewterers would have to 
seek markets beyond their own bailiwick. 

In 1846 Horace Wilcox conceived the solution to the 
problem. He loaded his wagon with his fellow towns- 
men’s wares and journeyed to far-away places. In due 
time he returned, minus the pewter, but with some money 
and a variety of products manufactured in other com- 
munities. After repeating this success a number of times, 
Wilcox induced the pewter and brittania makers to 
pool resources and form the Meriden Brittania Company. 
The new company, successful from the start, found a 
ready market for its wares. 
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WATCH BANDS 






IT’S NEW... 









FOR MEN ONLY 


CLASP ON: COMFORTABLE 
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FLEX-ON PRODUCTS 
5 29 E. Madison St., Chicago 2, Illinois 
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FOR HONEST RETURNS 


IN 


SWEEPS 
FILINGS 
SCRAP 


GOLD PLATINUM 
JOSEPH B. COOPER & SON 





Refiners & a, PRECIOUS 
Smelters METALS 
OFFICE: 
FACTORY: 26 JOHN STREET 


BROOKLYN, N. Y. NEW YORK CITY 


For the he Host or Hostess! 





Just read these excellent features: 


Individually boxed. Write for full particulars about 
EMSON’S full ~~ BAR ACCESSOR:ES and 




















It Costs Less f 
f O Use rt he Best o 








pASTINGS 
MANDARIN SILI 





BEAD CORD 
Order from your jobber 


Hammel, Riglander & Go., Inc., N.Y. C. 














Created for 
SIMPLICITY and BEAUTY 


The “MODERNE” 
by EMSON 


@ One quarter turn opens or closes 
spout— 

@ Shake without fear of leakage— 

@ Top is easy to put on and take off— 


@ No loose parts to misplace or 
drop— 


@ Strainer is easily removed for 
cleaning— 


@ Lightweight, high lustre aluminum 
@ Holds one quart and a quarter 
* Pat. Pending 


$9.95 Retail 


Minimum ‘2 Doz. 





TWARE. 





EMSON PRODUCTS CORP. 
Bridgeport, Conn. 











and feearl ptutigne 


exquisitely designed heir- ~ 
loom rings of the Czarist 
and Napoleonic period... 
reproduced by expert 
craftsmen of today... ex- 
citingly different .. . un- 
usually romantic. Solid 
gold and faced with en- 
during brilliant enamel... 
earringsto match, optional. 


D. SCHNEIDER 
Antique and Modern Jewels 
74 West 46th Street New York 19, N.Y. 


Manufacturing Jewelers 
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This, then, was the situation in the year 1869 when 
Tue JEWELERS CIRCULAR was born: 
1. The Industrial Revolution (by means of galvanic 
electroplating ) had opened a wide field for silversmiths 
and, through corollary inventions and discoveries, had 
succeeded in adapting the machine to virtually every 


phase of the silversmith’s art, making handcraft methods 


obsolete ; 
9. Increased production meant that greater markets 


must be opened up, and spelled the doom of the hand 
craftsman who produced only for the members of his 
community. Silver manufacturers had their sights set 
upon the entire U. S. and, in some instances, the entire 


world. 
(To be continued) 





HIS COMPETITORS CAME TO ADMIRE 
(From page 836) 


architecture, is set into the panel above the doors and 
adds interest. Two all-glass cases, which serve effectively 
for interior and exterior display, flank the entranceway. 

The exterior display cases have bulkheads of shining 
black carrara glass, surmounted by extruded and cleverly 
arranged window cases that are about three feet high, 
topped by glass, and seven feet from the vestibule ceiling. 
Pastel lavendar is used as a background for the exterior 
window cases, a pleasing contrast to the smooth black 
bulkheads. The cases are set: back far from the aisles 
and are designed so that window gazers can get close 
enough to put their feet underneath the extruding cases. 

The signs are particularly eye catching. Set into the 


facade above the display cases are yellow-gold neon. 
signs, which stand out in bold relief against the neutral 
gray carrara glass. Over the sidewalk is another large 
neon sign, which can be seen for miles. 

The interior of the store is done mostly in soft grey, 
with the exception of the wall above the display cases 
at the rear, which is done in warm red. The flooring is 
of gray-black linoleum tile. Aisle cases are sleekly 
modern and of pale blond wood. 

Mr. Lippett offers his store as proof to those who said 
that it was useless to spend money on Hollywood Boule- 
vard store improvements, because it was easy enough to 
attract the tourist trade without heavy expenditures on 
modernization. His store and window traffic have shot 
up a hundredfold, business continues to skyrocket, and 
he has received thousands of telephone calls and letters 
from patrons congratulating him on the new store. Per- 
haps the supreme compliment is that friendly competitors 
can be seen sketching the store, and some of them have 
even brought tape measures. 





OPEN FOR SUGGGESTIONS 
(From page 343) 


only to show tables, chairs, beds, lamps, ranges, kitchen 
cabinets, and so on to the best advantage, but also to 
suggest to customers how various arrangements might 
be adapted to make their own homes more attractive, 
the idea was born—Why shouldn’t the same principles 
be applied by a jewelry wholesaler? How well they do 
work is proved by countless retailers from all over the 
country who return to their own establishments, heads 
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JOSEPHSON & SHARP MFG. CO. | 


1647 Victory Blvd. Glendale 1, Calif. 
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THE NEWEST PEN IN THE WORLD 


Van Cleeve Fountain Pens 
with Revolving Sapphire Ball 
. Point. 


A NEW PHENOMENA... 








Perfection of Craftsmanship... 


Precision of Performance... 





Everlasting Beauty. Made in 
14K Solid Gold, Sterling Sil- 
PEN 


ver and other finishes. OPEN 





PEN 
CLOSED 


Will write anywhere from 5 months to 5 years de- 
pending upon the frequency of its use. Opens and 
closes with one hand. Can be refilled anywhere 
by injecting special Van Cleeve Ink supplied in 
LARGE COLLAPSIBLE TUBES LIKE TOOTH PASTE. 


CLEEVELANDT CORPORATION 


33 West 46th Street New York 19, N. Y. 
Patents Applied. 











THE NEW NIASH CLIP 
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Here is an inexpensive handy clip with 
ex-tolt}ihivl me (-c ile lsMmacctoltliaiile Maalomme)(ol-talare, 
operations or bending. After base is at- 
tached foMinl-metolaelile Pe Kime] oMelamitcmall e 


and the earring is ready for wear. 


Sold in all colors, 10 K and 14 K. 


NIASH Retining Co. 


116 Nassau St., 
New York 7,N. Y. 





A few select terri- 
tories open for dis- 
tributore. 


NEW 


DISTINCTIVE 


SILVER 
Engraving Oxidized 
for Visibility. 
IMMEDIATE ¢e& 
DELIVERY 
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Set Tucludes : 

SCOTCH: RYE-BOURBON -BRANDY-GIN-PORT-SHERRY-RUM  ¢/ 
149 CANAL ST. 

J. SLOVES NEW YORK 2, N.Y. 


Sdn... Reads Me 


A sale takes place when the 
prospective buyer favorably 


receives the ideas of the seller 
* * * 


National Advertising has created a demand 
for our lines of quality jewelry 


Flos Baltin x Co., wc. 


Wholesale Jewelers 


740 SANSOM STREET @ PHILADELPHIA 6, PA. 
MEMBER NATIONAL WHOLESALE JEWELERS ASSOCIATION 


—————— 











Just Received! 
A Very Important Stock of 


CULTURED PEARLS 
At Very Advantageous Prices 


Upon request, samples of Loose Pearls and 
Necklaces will be sent anywhere in U.S. 


CULTURED PEARLS INC. 
630 Fifth Ave. New York 20, N. Y. 
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buzzing with ideas that mean more sales and greater 
rofits for them. In fact one retail jeweler who recently 
visited the model store was so impressed that his own 
newly-opened store is almost a facsimile of The Ball 


Company model. 


EASIER TO SHOW THAN TO SELL 


Formerly there had been no attempt at The Ball 
Company to have a centralized show room. A buyer 
wishing to select a variety of merchandise sometimes 
found this a time-consuming and tiring job—not at all the 
stimulating experience that is a visit to today’s model 
store. If, for example, he were interested in jewelry, 
he would stand at the jewelry counter while drawer 
after drawer of merchandise would be taken out for his 
inspection. Following this he might go to the silver- 
ware counter to look over the sets of flat silver on hand 
and study illustrations of other designs available. It 
simply’ was not possible to display more than a fraction 
of the merchandise carried. Display arrangements in 
the model store now make it possible to give full display 
to the complete line, thus showing it off to the very best 
advantage. 

How much easier it is—and how much more effective 
—to show a customer rather than merely to try to tell 
him. 

In air-conditioned comfort he examines the particular 
line of merchandise in which he is interested, while 
right before his eyes are valuable suggestions for dis- 
play of this same merchandise in his own windows and 


show cases. A top-flight professional window trimmer 
arranges seasonal window displays offering display sug- 
gestions for Christmas, Mother’s Day, Valentine’s, June 
graduates and brides, etc. 

The inside floor space of the demonstration store 
measures 15 x 30 feet. Rings, pins, necklaces, diamonds, 
and watches, are housed in a streamlined display coun- 
ter in the center of the store. Larger merchandise is 
grouped in display cases along the walls—flat silver in 
one, clocks in another, toilet sets in a third, and so on 
—their beauty and elegance enhanced through reflection 
in the mirror backing of the brilliantly lighted cases. 

_A striking feature of the model store is the two small 
glass-topped tables containing watch displays which 
stand at one end of the room just across from the en- 
trance. Custom built of walnut to match the large cen- 
tral display counter, the tables are just large enough 
to accommodate two persons sitting across from each 
other. 

Much of the actual planning and layout for the model 
store is the work of W. E. Ruthhart, vice-president of 
The Ball Company. His contacts with retail jewelers 
during 36 years’ experience has given him ample oppor- 
tunity to study the problems and needs of retailers and 
accumulate a fund of valuable merchandising ideas. 

Webb C. Ball, II, president, is the third generation 
cf his family to head The Ball Company. The business 
was started by his grandfather, Webb C. Ball, over 80 
years ago and continued by his son, Sidney Y. Ball, 
until his death in 1943, whereupon the present Webb C. 
took over. 














Phone BRyant 9-2215 





YW .... FOR YOU 


COURONNE 





COURONNE TIE-GLASPS, INC. 


11 West 42d Street, Suite 410 





COURONNE TIE GLASPS 


A LIFETIME TREASURE .. . EXQUISITELY WROUGHT BY 
MASTER CRAFTSMEN .. . DISTINCTIVELY MASCULINE 
. «. SPRING ACTION ... ITS BEAUTY REMAINS 
FOREVER YOUNG. 


Dealerships Now Available 


%* No wice retailer will overlook the Couronne Personalized 
Dealership plan, one of the most profitable and practical 
ideas in the jewelry field. 


%* Delivery within one week after receipt of each order. 
% The Couronne Tie-Clasp is made in two qualities. 
Heavy 14 Karat Gold and 1/10th 14 Karat Gold filled. 


14 Karat Gold ................$45.00 KEYSTONE 
1/10th 14 Karat Gold Filled... .. 11.50 KEYSTONE 


New York 18, N. Y. 
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1. This cream and sugar set (No. 5811) is modeled on 
simple, widely-curving lines, and is made in heavy Tiffin 
glass. From the United States Glass Co., Tiffin, Ohio. 


2. Washable gardenias of Lumarith, available unscented at 
$38 a dozen; with bottle of gardenia perfume, $51.20 per 
dozen. From W. M. Ferris, 1035 E. Main St., Alhambra, Cal. 


3. Here are sterling silver pepper and salt mills, hand- 
spun, with hand-milled grinding parts in the pepper mill; 
hardwood, in the salt mill. Sold individually or at $45 a 
set. From Jonmar Co., Inc., 1200 Lexington Avenue, N. Y. 


4. Made of brown simulated leather with gold-tooled dec- 
oration, this Work Classifier is priced at $2 net. From 
Stationers’ Specialty Co., 19 West 2st St., New York 10. 


5. Designed by Royal Hickman, this silver-plated salad 
spoon and fork are in the new Royal Crown line. In gift 
box, retail $20. From SunGlo Studios, 225 Sth Ave., N. Y. 


6. Drinking glassware with hand-painted patterns; "Lily" 
highballs and old-fashioneds, $12.50 a dozen; "Fruits" bar 
bottle, $5.50 each, and sham highballs, $13.50 a dozen. 
From Koscherak Bros., Inc., 129 5th Avenue, New York, N. Y. 
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Crystal of purest ray, hand-crafted into forms of 
chaste beauty that delight the 
eye—this is the CONNOISSEUR group 


by TIFFIN. Designed for 
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1. Wondercraft oval bowl in bent glass, 20" long and 13" 
wide, is hand-etched and tinted; retail, $10.50. Made by 
Art Glow Creations, 110 West 26th Street, New York City. 


2. Made of real leather with gold-tooled designs, either 
the guest book or the telephone book cover retails for 
$8. From Lenart Import, Ltd., 550 Fifth Ave., New York. 


3. Derived from the Chinese is this richly hand-painted 
prunus blossom design, the "Shanghai," in Spode bone china. 
From Copeland & Thompson, Inc., 206 5th Ave., N. Y. C. 


4. “Wistful" is the name of this appealing Goldscheider 
ceramic figure, 934" in height, hand-painted in natural 
colors; retail $25. From Everlast, 225 5th Ave., N. Y. 


5. Three-piece bar set in stainless steel with silver-plate 
handles—ice tongs, corkscrew, hammer and bottle opener— 
packaged in gift box to retail at $4 for the set. Available 
from Rubel and Company, 225 Fifth Avenue, New York City. 


6. “Romance” is the name of this etched design, appear- 
ing on the “Sceptre” shape in stemware and complete line 
of flatware. From Fostoria Glass Co., Moundsville, W. Va. 
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Wish we could ship all the Fostoria you need industry ...keeps all our people conscious of 
for your Christmas selling season. Wish we fine crystal, handmade by American craftsmen. 
could . . . but that would mean half of our A good share of our Fall Program is devoted 
customers would have to do without entirely. to the gift season. The complete schedule for 
So thanks for continuing to help us support 1946 totals 39 half pages and full pages in 
our rationing plan based on a Fair Share for All. Better Homes & Gardens, Bride’s, House & 


Despite shortages, Fostoria is continuing its Garden, Mademoiselle, Ladies’ Home Journal, 
aggressive national advertising campaign start- Guide for the Bride, House Beautiful and 
ed 22 years ago. We believe that this not only What’s New in Home Economics; total circu- 
helps you, but also helps the entire glassware lation over 38 million. 


W(Ressieerl 


FOSTORIA GLASS COMPANY MOUNDSVILLE e« WEST VIRGINIA 
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1. This smoking set is in Florentine pigskin with glass ash 
tray, built-in cigarette box, space in center for a matching 
match box; available in green, brown, or wine. Retail, $25. 
Available from the Essway Mfg. Co., 261 5th Ave., New York. 


2. "Moderne," one of two styles of aluminum cocktail shakers 
with patented, non-leak Eezee Pour top; price, $9.95. Made 
by Emson Products, 80 Parallel Street, Bridgeport, Conn. 


3. Imported from Czechoslovakia is this hand-polished glass; 
salts and peppers, retail from 90¢ to $1.20 per pair; mustard 
jars, 75¢ to $1 each; bottles, $2 to $2.75 a pair. From M. 
B. Daniels & Company, 2! West 27th Street, New York City. 


4. An inner compartment in this Lido case holds the cig- 
arettes free from pressure, presents them at an upright 
angle; various designs on a gold lustre finish. Retail, 
$7.50. From Rexon, Inc., 295 Fifth Ave., New York City. 


5. Part of a stainless steel cutlery line created solely for 
jewelers, game set has one-piece rosewood handles, is sold 
giftboxed in recessed hardwood block; retail, $17.95. From 
Personna Blade Co., Inc., 595 Madison Ave., N. Y. C. 


6. Richly cut in various designs, this vase is one of a series 
of Swedish glass items, retail from $15 to $60, which are 
imported by Enright-LeCarboulec, Inc., 160 Fifth Ave., N. Y. 
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1. Tumblers made of hand-hammered aluminum, useful for 
mint juleps, highballs, etc., retailing at $13.20 a dozen. They 
are from Lipper & Mann, 225 Fifth Avenue, New York 10. 


2. Each sold in a gift box, these California Decoratives 
retail at $5.95 for set of coasters; $8.95 for the candy box; 
$8.95 for the cigarette box and tray set; $5.95 for six ash 
trays. Available from Kemmerrer, Inc., of Hollywood, Cal. 


3. “Blue Chintz" is the name of this new pattern done on 
decorative accessories in Princeton China. Shell vase, 
retail $4.50. From Bernard Lipman, 26! Fifth Ave., N. Y. 


4. This Corduro window wallet has two bill pockets, two 
identification pockets, one card pocket; in shell cordovan 
combined with goatskin, $5 retail; all cordovan, $6. 
From Service Mfg. Co., Inc., 120 E. 16th St., New York. 


5. Featuring an interlocking corrugation on the bases, these 
Sta-Put book ends may be retailed at $1 and $1.50. From 
E. A. Haveles Co., 8120 Otis Street, Southgate, California. 


6. Fashioned of hand-enamelled milk glass, these plates 
retail for $2.50 each; cups and saucers, at $15 a dozen. 
From William H. Fenton, Inc., 366 Fifth Ave., New York. 
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Cotton Filled Boxes 


DRASTICALLY REDUCED 
FOR QUICK SELLING 


to make room for new merchandise 





Visit the 
TOLCHIN 
COMPANY 
BOOTH 
N.A.C.J. CONVENTION 
STEVENS HOTEL, Chicago 
July 29, 30, 31, August 1 














S North Wabash Avenue, Chicago 2, Illinois 


725 S. Spring Street, Los Angeles 14, Calif. 
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No. 7 DESK CALENDAR 
with 
MEMORANDUM PAD 


@ Genuine leather cover 
@ 22K Gold tooled 

@ Color—Brown only 

@ Individually boxed 

@ Price $2.50 ea. net 


Go Specialty Ce 


19 West 21st St., New York 10, N. Y. 


STATIONERS SPECIALTY CO. 

19 West 21st St., New York 10, N. Y. 

Please send immediately via............. o anes Bemees 
.. #7 Desk Calendar with Memorandum Pad 
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Four finely molded and hand-decorated 
Bethwood Royal China heads, depicting 
from left to right: Flemish lady, Swiss peas- 
ent, Italian peasant, Tyrolean lady. All 
beoutifully done and true to life. 





Presenting new ideas in 


Reflecting the traditional grace which has characterized 


ROYAL CHINA Elkington Silverplate since 1840. Coffee Pot, No. 38089E, 


of exceptionally heavy silver-plate on nickel silver, with 
——-—ON DISPLAY —— — — ——-—-—--—-----> silver soldered mountings. 


Sole Agents and Wholesale Distribut 
IN CHICAGO § R. & B. Gelbard, 1298 Merchandise Mart ( si ae the sete teamess ae 


aa 
| 

) IN LOS ANGELES Arthur Rosengard, 3106 Midvale Ave. : MOTTAHEDEH & SONS 
| | 

. 


IN DALLAS Harold J. Abrahams, 225 Fifth Avenue New York 10, N. Y. 
Merchandise Mart, 609 North Field Street 


Gana - "|| CN ington & Co, ob 
inqton 0. td. 
Gis Y/Y 49 West 23rd St., New York 10, N.Y. J BIRMINGHAM, ENGLAND | 























Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminatin le. 
vit As the U.S.A. branch 

of the YAH FOONG 
RADING CORPORATION, of 
Shanghai, China, we carry 


seout, 1A See Chet ; in stock and can supply 
SemrEnGLANE s ‘7 SIZES manufacturers with carefully 


| 10mmx 12mm selected Single and Double 
Lowestoft Stone Chins *14mmx1l12mm_ {Jf Head TIGER-EYE CAMEOS, 
. 16mmx12mm hand-carved, and of finest 


Made by 1i8@mmx13mm_ | workmanship and quality. 


'W.T. COPELAND & SONS, LTD: pe 
England 20mmx1Smm | WRITE FOR QUOTATIO 


*Single Head Only IX ay B = 
Available from STOCK in New York Orders accepted for 


Sole agents and wholesale distributors. Exclusive Designa YAY F() ONG 


COPELAND & THOMPSON, INC. yen TRADING CORPORATION 
: siti é PERSHING SQUARE BLDG - LOS ANGELES 13 « CALIF. 
wie mania nates sete eee e Large Selection of Chinese Jade for Jewelry Always in Stock 
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By MADELINE LOVE 


OR several years, now, magazines directed toward 

women and their trade of homemaking have been talk- 
ing about the importance—or lack . of importance— of 
the dining room. Are you, they ask their readers, in- 
terested in having a complete and separate room de- 
voted solely to the ritual of eating? Or would you prefer 
to use the space for other purposes, and have a “dining 
corner” in the living-room? 


The answers have, of course, varied widely, depending 
on geographical location, financial ability, the servant 
question, or just plain preference. But a sort of mean 
has developed which indicates that, on the whole, wo- 
men want some type of dining space apart from either 
living room or kitchen. They may plan to have this din- 
ing compartment so designed that it can be used be- 
tween meals as, perhaps, a sewing room or a supple- 
mentary sitting room. Or they may merely want to have 
the dining space arranged as an offshot of the living 
room, more or less roughly separated from it and fur- 
nished for the purpose. Whatever her personal solu- 
tion to the dining room problem may be, one thing is 


clear—the modern woman is just as interested as ever in 
the niceties of dining. 

This is profoundly important to those who deal di- 
rectly or indirectly with the appurtenances of dining— 
the silver, china, glassware, linens, and accessories which 
appear three times a day on the table. And of those who 
deal in this type of merchandise, it is probably the 
jeweler who would have most to lose if the art of gracious 
dining died out. It is he who carries the highest-quality, 
the most desirable lines in the table-furnishings field, and 
he whose sales would fall the lowest if women decided 
that the breakfast nook was good enough for anybody! 


There is today many a housewife and potential house- 
wife who has no choice in the matter of dining equipment. 
The housing situation being as it is, she must take what 
she can find and make it as attractive as possible. 


a 


| io order to follow their usual custom of holding a 

January Pre-Season Market Week, the Board of Di- 
rectors of the 225 Fiéth Avenue Association, Inc., met 
recently primarily to choose the date of this event. This 
association is entirely comprised of tenant members of 
the 225 Fifth Avenue in New York City, who are all 
wholesalers of Gifts, Stationery, Toys and kindred lines 
catering to retail outlets. The date of the January show 
has been set for the Week of January 6th to 11th. The 
date was purposely chosen as. being contemporary to 
the Atlantic City Housewares Show and it is expected 

(Please turn to page 368-H) 
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SINCE 
1925 


we have manu- 
factured count- 


less creations in 


MIRRORS 
FRAMES 
TRAYS 
And Now 


we proudly 
offer the 


SHADOW BOX FRAME and TRAY with mirrored 
border of hand-cut cased glass—for immediate de- 
livery. 

All our frames are corduroy easel-backed guaranteed 
not to warp. 


Other frames ranging in price from $1.75 ea. up; trays from 
$2.25 ea. up. 


MIRRO NOVELTY CO. 


Pioneers, Originators and MANUFACTURERS since 1925 
225 FIFTH AVE. © Room 933 * NEW YORK 10, N. Y. 





Smart Packaging Aids 
for Added Gift Appeal 





JEWELRY BOXES GIFTWARE BOXES 














es 





Chosen to appear in the Grand Rapids Furniture Guild 
Rooms, "Charleton" lamps reflect the exacting standards 
which have gained for the name of “Charleton" the truly 
deserved reputation as America's Finest Hand Decorated 
Lamps and Accessories. 


Abels (Wassecberg &@, 4nc 


23 EAST 26TH STREET, 


NEW YORK 10, N. Y. 
CHICAGO: Space 1548, Merchandise Mart 
LOS ANGELES: Marsh-Fairchild, 503 Brack Shops, 527 W 7th St. 








These attractive boxes 


packed with jewelers’ 


cotton. Available only 


Storage space limited? 
These giftware boxes 
fold — and set up in a 





in a limited number of jiffy! A wide variety 
sizes. Buy of sizes. Im- 
them while mediate de- 
you can! livery. 





WRAPPING PAPER 


Customers will appreci- 


service—beautiful satin- ate having gifts wrapped 
in colorful Ty-Rite 


finish ribbon that won’t wrapping paper! A va- 
unravel! Handy 100-yard riety of patterns — 
crisp and elegant! 


RIBBON 


For store gift-wrapping 


spools, many colors. 


=== Mail Coupon for Catalog TODAY! -=—= 


I 
Gift Box Co. of America K-11 , 
655 Broadway, New York 12, N. Y. 


Please send descriptive catalog. 


i a ik la os ec oinnns 


Tb Mibdcicnsennss-onpecdioesansén GENE) 1665 0¢enscencenees Y 
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THE JEWELERS’ CIRCULAR-KEYSTONE 











THE JEWELERS BUYERS DIRECTORY NEW FEATURE 

In response to a tremendous demand from jewelers all 
over the nation, a separate alphabetical listing has been 
included of all the suppliers in the Directory with their 


The only complete, accurate, up-to-date buyers guide 
of jewelry and allied merchaniise . . . listing Manufac- 





























turers, Wholesalers, and Importers . .. giving exact 
addresses. addresses. 
LIMITED SUPPLY 
LAST EDITION PUBLISHED IN 1941 Paper shortages compelled us to curtail the number of 
The last edition was published in 1941 but until the directories printed. So, get your copy now—by filling 
trade returned to normal after the War years, the out the order blank below and sending to us immedi- 
Directory could not serve its true purpose as a depend- ately with your remittance. 
able buying guide for all lines of jewelry merchandise. ) —_ Ty : 
MAKE CHECKS Th ’ ° 
e Jewelers’ Circular-Keystone 
GREATER PRODUCT CLASSIFICATION [PAYABLE To Y } 
> tila 100 East 42nd Street, 
ith new lines appearing in your store, the edition 

of THE JEWELERS BUYERS DIRECTORY has a more de- | New York 17, N. Y. | 
tailed break-down of products. Almost every item you i * 
handle can be quickly found in the index for a com- Name 
plete listing of the concerns selling the item you want. 

Address : 
VALUABLE TIME SAVER _ See ee 
No more searching through files for old bills or circulars 
to find names and addresses of suppliers. Simply look Zone State 
in THE JEWELERS BUYERS DIRECTORY for the item you 

| Please pay by check or money orde: 

want ...or the company... and you will find correct We cannot be responsible for cash sent through the eail 
name, new address, and list of merchandise sold. sesame cimmamasitiiiiiaatayainiijaaalat aaa 





FOR NovEMBER, 1946 868-G 








by the Secretary, Norman C. Preston, that many of 
these buyers as well as gift buyers will attend the open- 
ing of the gift season by visiting the building. The or- 
ganization, through its various members, is planning to 
create new merchandise for this special showing and 
many promises have been made not to show the new 


items until that week, 
oe 8 


bain the advent of a greater increase of available 
materials, Leo Zucker, of the Mirro Novelty Co., 
at 225 Fifth Ave., New York City, announces that a great 
many new creations are now on display. Since 1925 this 
firm has been known as manufacturers of a better line 
of crystal and metal photo frames, perfume trays, dres- 
sing table mirrors and serving trays, also a line of vases 
and perfume bottles to match. Already made and being 
shown are frames, trays, and dressing table mirrors 
applied with delicately tinted porcelain flowers definitely 
new and appealing. 





PUBLICITY BOARD RE-ORGANIZED 
(From page 350) 


jewelers to stimulate sales of jewelry as gifts for 
Valentine’s Day. It was felt that this was the 
earliest occasion for which such a program could 
be executed in time to be of much help as the inter- 
val between now and Christmas would be too short. 


However, the Valentine’s Day promotion is to be 





only the first of a series of such efforts tied up to 
various merchandising occasions, such as Mother’s 
Day, Father’s Day, and others throughout the year, 

8. The preparation of a merchandising calendar for 
distribution to retailer members which will not only 
list the various events and seasons through the 
year that may be turned to advantage in stimulat- 
ing the sale of jewelry store goods, but will algo 
give suggestions for various things that the jeweler 
can do to promote business at those times, all of 
which will be laid out on a time schedule basis. 
That is, there will be suggestions for things that 
might be done 30 days before the event, other 
things to be undertaken two weeks ahead of it, and 
so forth. 

9. The preparation of material which member jewel- 
ers can use for delivering lectures before local 
groups, such as women’s clubs, school clubs, ete, 
These will be on various aspects of jewelry and the 
jewelry business which experience has found are 
always interesting to the public, such as diamonds, 
watches, the selling and manufacture of silverware, 
and so on. 

With such a program—and further projects which are 
to be developed later—it can be readily seen that the 
retail jeweler who is a member of the Jewelry Industry 
Council stands to benefit greatly. And best of all, the 
Industry Council is a going activity, the results of whose 
work will very soon begin to be felt. 








I ee 


This beautiful TRANSPARENT 
PLASTIC DISPLAY STAND for win- 


dow or counter FREE with 
two dozen bands ordered. 
(Height 5 inches) 


The C. W. Hickok tempered 
DURA ... Wrist Watch Band is 
precision made for the Jewelry 
trade, scientifically designed to hold 
any wrist watch securely in place. 


Comfortable and Practical, 
nothing to get out of order. Has 
adjustable clips to fit any wrist 
watch. Each band packed in a 
beautiful display box with complete 
instructions and guarantee. 


No other METAL WRIST BAND 
has these DISTINCTIVE , FEA- 
TURES. 


Distributed through the wholesale 
trade. Order from your jobber. 


RETAILS 


$450 


EACH 


Your Price 


+27 °° Sz 


Less 2% 


ONE PRICE TO THE JOBBER, ONE PRICE TO THE JEWELER, 
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ONE PRICE TO THE CONSUMER 


@ Exquisitely finished 

@ Shock absorbing 

@ Added watch protection 

@ Guaranteed by C. W. Hickok 


JAMES G. FLATAU 


Sole Sales Agent 


29 E. Madison St., Chicago 2, Ill. 
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FOR THES ILEX 
LOX-IN GLASS FILTER 


The ONLY Glass Filter that has a LIFETIME GUARANTEE... the 
ONLY Glass Filter that LOCKS IN...CAN’T BOB UP or FALL 
OUT... is now available for immediate delivery and can be sold 
Tom tilitcli Moh Meh 1-16 Mol Mme Kola i li Mellel S Mi dolil-t-Miulel cas 


And to tell customers all about this amazingly new Silex Lox-in 
Glass Filter...a tremendous consumer campaign begins in 
National Magazines the week of September ]4th...with strong 
eye-appealing 4 color advertisements that will bring customers 
into your store to buy. 


Be ready for the avalanche of buying that wiil follow the forceful 
Silex campaign. See your Distributor TODAY... he can give you 


IMMEDIATE DELIVERY! 


t ~ 
1 


t on Dy a) Ee a, 


+. 


FREE SALES HELPS... — 





Beautiful 5 color die-cut Silex Attractive 4 color eye-impelling 
dispenser display free with pur- Silex dispensing counter display 
chase of 24 filters. free with purchase of 36 filters. 


*PLUS Consumer Folders, Prepared Newspaper Ads 
and other free sales helps. 





THE JILEX COMPANY 


HARTFORD 2, CONN....ST. JOHNS, P.Q. CANADA 
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Proper Training Held Essential by 
Watchmakers at National Confah 





Association of Horological Schools Formed to Set Up 
Minimum Standards at First Post War Meeting of 
The United Horological Association of America 


Proper education and training plus examination, licensing and registration 
of watchmakers, were the keynote of the discussions of activities throughout 
the ninth annual convention of the United Horological Association of America, 
held at the Hotel Hollenden, Cleveland, O., from October 18 to 21, inclusive. 
Only through these two means, it was stressed, can proper trade standards of 
watchmaking be effectively maintained for the benefit of both the watchmaker 


and jeweler and the public. 


MINIMUM STANDARDS PROPOSED 


Educational activities and standards 
were given specia] prominence not only 
by convention speakers but through the 
further fact that at this convention there 
was formed for the first time in history 
an association. of horological schools and 
colleges for the express purpose of es- 
tablishing and fostering required educa- 
tional standards in this field. The “di- 
plema mill” type of school which sends 
out so-called graduates with totally in- 
adequate training to practice their trade 
must not be tolerated, it was empha- 








sized, and every possible means must be 
used to combat this evil. 

The new organization proposes to set 
up certain minimum standards which 
every school and its graduates must meet 
in order to be acceptable. More than 
20—an overwhelming majority of all the 
recognized reptuable horological insti- 
tutions—were represented and pledged 
their cooperation in the program. 

To put the plan into execution an 
association was formed with William 
O. Smith of the Western Pennsylvania 
Horological School, as chairman; Todd 
New of the Kansas City School of 








a 


Watchmaking, as vice-chairman; A, B. 
Johnson, treasurer; Orville R. Hagans, 
American Academy of Horology, as ex. 
ecutive secretary and Forrest Osborne, 
Southern College of Watchmaking, who 
with the officers makes up the organis- 
ing and executive committee. 


SLIDING SCALE DUES 


The entire Friday evening’s session, 
beginning awith a dinner-meeting, was 
devoted to this question. Proposals for 
a standard curriculum were discussed 
but it was felt that it might be better 
to approach the subject from the stand- 
point of required standards, rather than 
attempting to set up uniform methods 
of instruction, since the real objective 
is result rather than method, and the 
methods and the order of teaching vari- 
ous subjects vary in different schools, 
although graduates of those schools may 
be equally trained upon_ graduation. 
These details were, therefore, left for 
further consideration by the body after 
the organization has been completed. 


Saturday morning was devoted to reg- 
istration of delegates and setting up of 


(Please turn to page 3880) 


President John J. Nooyen acted as “Master of the Revels" at the annual banquet of the UHAA held on Sunday evening, October 20. The 
informal affair was highlighted by distribution of door prizes to an exceptional number of those in attendance. 
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Price of Pearl Essence 
Hits New Low; Probe Is 
Demanded by Producers 


n and tremendous drop in 
ae co of herring scales for = 
version into pearl essence and ” e, 
developed recently. From : $4 oP, 
the price tumbled down as low as : 
cents per pound, bringing complaints . 
demands for an investigation by the 
Canadian fisheries department and the 
New Brunswick government from the 
herring producers, who claimed the buy- 
ers and processors had combined to 
‘orce down the rate paid for the scales. 

The producers say they realized the 
rices above $1 were abnormal, but 
they expected no decline under 60 cents, 
and contended this would be a fair 
ithe producers are also objecting to 
taking the count of the buyers and proc- 
essors, on the weights of the scales 
offered for sale. They claim they should 
have a hand in the weighing and not 
have to take the word of the represen- 
tatives of the buyers and processors. 
The collapse of the price caught the 
producers with commitments for new 
boats, houses, cars, trucks, etc. The pre- 
war low was 8 cents and during the 
war years, the price averaged around 
70 cents. It leaped upward to $1.50 
after the end of the war, and thence 


. by stages of 50 and 75 cents or more to 


the $4 maximum with keen competi- 
tion prevailing among the buyers and 
processors, and all the essence plants 
on the U. S. side. 

The collapse of the scale price was 
much quicker and more complete than 
the ascension. It came on the heels of 
invention of a new type of craft spe- 
cifically designed for the scales, and 
known as scale scows. 

Also following closely was the intro- 
duction of false bottoms to separate 
the scales from the fish, and facilitate 
the handling of the scales. The manu- 
facture of the scales into the essence 
and paste has increased about 1,000 per 
cent during the past 7 years. 





JEWELRY ON THE CUFF 





Pearls and silver beads are part of the 

collar and cuffs of this unusual satin cock- 

tail suit, worn by June Clayworth in the 
film, "Beat the Band". 
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get samples to show by Air Express 


So you haven’t got in stock just what your 
customer wants? So what! So make the sensible 
suggestion, you'll get anything she wants to see, 
especially for her, by Air Express. 

Then pick up a phone or send a wire to your 
supplier. Place your order on memo. Specify 
Air Express — and you’ve got the goods in the 
fastest possible way. 

Cost? Look at the rates on the table, reduced 
22% since 1943. Free valuation coverage up to 
$50. Only 10¢ for each additional $100 or 


fraction thereof. 


opecity Air Express-a Good Business Buy 





Shipments go everywhere at the speed of ~—_ nadhs Gun Sate Gente deeb ene, 2 
between principal U. 3 towns and cities, wit ~s score 
cost including special pick-up and delivery. [muss Cents per Ib. 
Same-day delivery between many airport towns _ [|-14*{$12{ $1.9] s1.00| $1.23] 3.07 

ee ° e “ 349 1.02; 1.18] 2.30} 3.68 9.21¢ 
and cities. Fastest air-rail service to and from oT capt Gaal aaa Gaal mae 
23,000 off-airline communities in the United 1049 | 1.17] 1.98] 7.68] 1228] 3070 
States. Service direct by air to and from scores eh Ee 

1 ; . d J . . 73.68< 

of foreign countries in the world’s best planes, [230 | \47|_ 348] 1842] 2947 
giving the world’s best service. rte iw Sn a 





2 ibs. | 5 ths. | 25 ths. | 40 Ibs. 


















































GETS THERE FIRST 


Write Today for the Time and Rate Schedule 
on Air Express. It contains illuminating facts 
to help you solve many a shipping problem. 
Air Express Division, Railway Express Agency, 
230 Park Avenue, New York 17. Or ask for 
it at any Airline or Railway Express office. 


Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 
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Cautious Buying by 
Jewelry Industry Brings 
Fall from $93 High 


A drop of $5 from the postwar 
high of $90-$93 an ounce for plati- 
num was noted in the market early 
in October. This was the first official 
price reduction on the metal since 
OPA price controls were removed 
in April. 

The drop came after a steady in- 
crease that advanced from $53-$56 in 


Platinum Price Drops Down to $80-$635 an 






Ounee 








April to a high of $90-$93 in Septem- 
ber. The $90 to $93 an ounce was fixed 
on September 16 and remained at that 
level or higher until October 8 when 
unofficial prices dropped to $82.50 and 
the official price was quoted at §85 to 


$88. 


PECULIAR SITUATION 


Cautiousness on the part of the jew- 
elry trade has been apparent in the 
market for several weeks, one trade 
executive pointed out, attributing the 
falling price to the slackening demand. 
The situation, he said, is “peculiar, how- 
ever, in view of the fact that the vis- 














KILROY was here... 


and like hundreds and 
hundreds of other jewel- 
ers this Kilroy sure stocked 





1847 Rogers Bros. 


Community 


Plastic Trays 
Manning Bowman 


Wm. Rogers & Son Electric Appliances 
Tudor 

Seth Thomas 
Westclox 


Plated Hollowware 


Jewelry 
Warren Telechron 
McClintock the ne 
Jewelers Clock —!skin 
Ronson Jacoby-Bender 
Dresser Ware Gemex 


Glass Cheever- Tweedy 
Tiffen Heller pearls 
Silver City Giftware 
Viking Desk Sets 

and others 





Remington Rand Shavers 


up... on the way out 
said Kilroy, “Now I’m all 
set for that Christmas 
rush...” as if we didn’t 
know it. 


How’s your Christmas 
stock of jewelry, silver- 
ware and giftware, friend. 
JOHNSON’S GOT IT you 
know, and things and 
things and more things 
than you expected. . . so 
stock up at Johnson’s and 
watch the customers come 
“buy.” 




















J. W. JOHNSON, Inc. 


J. W. Johnson, Inc., 15 Maiden Lane, New York City 
Wholesalers of Watches, Clocks, Jewelry, Giftware, Silverware 














itt 
ible supply of platinum has not in- 
creased.” 

It is unlikely that the price wij] con- 
tinue downward and other trade souree, 
declare that a normal Christmas time 
demand for the metal could force Prices 
above the $90-$93 level established jp 
September. Slackening in demand } 
the jewelry trade was attributed to the 
drop in the stock market of last month 

The London price has undergone , 
similar downward revision, marking the 
first time since 1939 that London’s plat- 
inum price has been reduced. Although 
it was predicted at the time of the 
September rise in price, that Russi 
would be attracted to the U. S. plati- 
num market by high prices, no such 
activity occurred. Today Russian sup. 
pliers are still asking above standard 
prices but it is conjectured that if 
prices remain low the Russians may 
throw unknown quantities on to the 
market. 


RUSSIAN SHIPMENTS 


While quantities of Russian platinum 
reached this country during the war no 
new Russian materials has been pur- 
chased since 1915. Reports that 14,00 
ounces of Russian platinum were sent 
here during the first six months of 194 
were published by the Reconstruction 
Finance Corp. but it was explained that 
the platinum had been supplied against ' 
old contracts at the OPA rate of $8 
an ounce. 





Precious Stone Industry 
To Set Up Exchange in 
Rio de Janeiro, Brazil 


The precious stone industry of Brazil, 
which for so long has been unaided by 
the government and largely unregulated, 
will now receive federal protection, ac- 
cording to Diretrizes of Rio. 

As a result of recent studies made 
by the Finance Ministry, three prominent 
members of the industry has made rec- 
ommendations for government regula- 
tion of the precious stone industry along 
the following lines: 1) protection of 
diamond mining enterprises and assist- 
ance to their development; 2) aid in 
the simplification and stepping up of 
export processes; 3) protection for cut- 
ters and polishers; 4) revision of 
nuisance tributes which impede the 
progress of the precious stone industry; 
5) concessions to the industry which 
would allow all possible freedom with- 
out the handicap of rigorous fiscaliza- 
tion. 

All this will be accomplished through 
the creation of a Precious Stone Ex- 
change. The commission’s first step, ac 
cording to Diretrizes, was to call to 
gether the leading precious stone mer- 
chants for consultation and advice. 


Many gem experts hold that Brazil 
has made remarkable progress in de 
veloping her technical facilities for stone 
cutting and polishing. Not only dia- 
monds, but other stones found in Brasil 
are to be included in the exchange. 

These are amethyst, topaz, garnet, 
beryl, aquamarine and opals. 
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Watchmaker Training Stressed at N. J. Convention 


that by paying a little more they get } New York and New Jersey, urged that 


. itor Proposes a better job so long as they believe that watchmakers consult and cooperate both 
JC K Edit P . J one watchmaker is about as good as an- with others in their own craft and with 
Three-fold Educationa other, the natural tendency is to go to the retail jewelry trade in working for 

j the place that advertises low prices. the objectives sought by the legitimate 

Plan for Tr ade, Public Then when the repairs prove unsatis- watchmaker. Education should come 

. factory, all watchmakers instead of only first, legislation second instead of try- 

The need for better education and the incompetents are blamed _indis- ing to accomplish everything by coercive 
training for watchmakers was the criminately. legislation alone. 


Officers elected for the ensuing year 
were: Andrew J. Stroehlein, Union, 
president; Thomas J. Vuckner, Cran- 


theme song of the seventh annual James O’Shaughnessy, president of the 


. Watchmakers As- Horological Society of New York, 
convention of the 7 stressed the need for a national effort, 


sociation of New Jersey held at the because the problems are not localized + dl gy sane a gg crm 
7 a cael : } . : ' ‘ Vv . 
Essex House, Newark, N. J., on Sun but nation-wide and urged cooperation ieee te ee 


ith th ti l ization. 
wi 2. Roselle, N. J., was named as national 


trustee. Named to the Executive Board 
in addition to the officers are the fol- 


day, October 6. 
Following the call to order by the STROEHLEIN ELECTED PRESIDENT 





; ecretary : 
— pon pale Saale uf William Wagner, who holds the dual lowing: Peter Bea, Newark, Robert 
and the finan canal 2 ot of whem offices of executive secretary of the Halpern, Newark, Charles J. Miller, 
five speakers was pre: ' ye Shon Gone National Association of Credit Jewelers East Orange and Harry Van Laar, 
dwelt on various aspects : and the Associated Credit Jewelers of Irvington. 


and emphasized the need for construc- 
tive work along those lines. 










WATCH WEEK SUGGESTED 

First on the program was John 
DeVogel, Albany, N. Y., vice-president 
of the United Horological Association 
of America, who pointed out the necd 
for strong and well equipped state and 
local organizations which would and 
could cooperate with horological schools 
and colleges in their educational pro- 
grams. He also spoke of the further 
need of bringing to the public a realiza- 
tion of the difference between good nd 
bad watch repair work, suggesting as 
the channels for such education such 
things as the furnishing of speakers to 
talk at clubs, school and college or- 
ganizations and other public groups. He , . ~~ 
suggested the observance of a National ng ie? 3 Zn Foe —_ 
Watch Week and concluded with a ay Oe eo S47; ig 
further plea for the improvement of 
educational standards and watchmaker 
licensing and registration. 

Herman Pedrick, president of the a 
Pennsylvania MHorological Association, = oe 
dwelt upon the need for practical train- 7 
ing at the bench and in the shop to 
supplement the work of the trade schools. 
This on the job training should be or- . § : 
ganized and systematic, the speaker . oa ee 
said, and to bring this about sponsor- ia oe a 
ship and stimulation by trade bodies are 
necessary. 

Too much emphasis has been placed, a Qyx 4: ‘er’ x 
Mr. Pedrick commented, on the quantity os * : . 
of work turned out by the watchmaker "Se popular 
and not enough on the quality of the | Ete 
jobs performed. There must be a new pl 
viewpoint on this matter, he concluded, = 
if some of the evils of which the trade e ye 


cui 3 


at present complains, are to be cor- 7, = = 
rected. e i. 


cA wide variety of styles 
for ladies and gentlemen 
available 
through better wholesalers 
throughout the nation. 














PROBLEM IS NATIONWIDE 


Fred V. Cole, Editor of Tue Jewezers’ 
Circutar- Kreysrone, recommended a 
three-fold educational program, of which 
the first part would consist of formal 
educational work in horological schools 
and colleges; the second, consisting of 
the practical training at the bench un- 
der a formal apprenticeship or similar 
set-up sponsored by horological asso- 
clations, and third, education of the pub- 
lic to aid them in recognizing the dif- 
ference between the good and bad 
watchmaker. The public wants good 
work, the speaker stated, and is will- 
ing to pay for it when and if they know 


Srerland 


Watches 
ARE INTERNATIONALLY ADVERTISED 


famous since 15357 
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Trade Denies False Rumor of Diamond Price Drop 








ail 





industry Council Tells 
Press that Prices Are 
Holding Up Well 


A considerable flurry of excite- 
ment in diamond trading circles was 
occasioned last month by the publi- 
cation, on October 16, in various 
New York newspapers of a story to 
the effect that diamond prices had 
fallen sharply. One paper quoted 
some alleged retail prices which in- 
dicated a drop of as much as 20 to 





25 percent at retail levels. The cause 
of the alleged break was stated in 
the news story to be a recent “influx 
of British diamonds” which were 
supposed to have flooded the market. 


RUMOR ORIGIN UNKNOWN 

The situation was clouded still further 
by another report which went out over 
the Dow-Jones news ticker on Friday, 
October 18. In this second story, which 
emanated from the London News 
Bureau of that organization, it was 
stated to be “understood” that the Dia- 
mond Trading Company was suspend- 
ing all sales and shipments to America 
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b a the a 
ecause of the weakness in 
here. _ — 
The exact origin of the rumor of 
mythical influx of diamonds that al 
supposed to have flvoded the mai. 
could not be learned, but the widesprea 
publication of such a story, even thous 
completely false, as this one was, migh 
easily have had _ serious repercussign 
upon the jewelry trade and a i: 
of important cutters, importers and 
dealers promptly conferred as to the 
steps that might be taken to counteract 
the harmful effect of the disseminatio 
of this incorrect rumor. : 
Upon investigation, it was found that 
a reporter for the Dow-Jones servig 
had received the so-called information 
from some individual whom the reporter 
stated was engaged in the diamond husl- 
ness, but whom he refused to identify 
Obviously, no ene could be found among 
the better known dealers who had inde 
such a statement and the source of jt 
still remains a mystery. 


LOW GRADES WERE SLUGGISH 


It was testified to by representatives 
of every division of the industry, jp. 
cluding manufacturing jewelers and re 
tailers, as well as the diamond import- 
ers, cutters and dealers, that although 
as the trade knows, the market on the 
lower grades of goods has been slug. 
gish for some time, prices for the better 
qualities have not declined one iota, 
and the relatively small supplies and 
strong demand for diamonds of the bet: 
ter grades makes any decline in the 
price of such goods highly improbable 
for at least the near future. 

A cable was promptly sent to the 
Diamond Trading Company asking for 
comment on the report that the trading 
and shipments to the United States 
were to be suspended and the following 
cablegram was received in reply: 

“You are authorized by the Diamond 
Trading Company to categorically deny 
statement that sales to the United States 
have been or will be suspended or that 
it is intended to reduce prices or im- 
prove assortments stop. Wi!l cable you 
further. Meanwhile lose no time deny- 
ing baseless rumor.” 


COUNCIL ACTS QUICKLY 


Statements setting forth the current 
facts of the situation and quoting various 
trade authorities as to the present firm: 
ness of the market, were immediately 
sent to Dow-Jones, the Associated Press, 
and the newsparers by the newly formed 
Jewelry Industry Council (see page 
215). 

As a result the story was corrected 
in the Wall Street Journal of Satur 
day, the 19th in the New York Times on 
Monday, October 21, and the true facts of 
the case were stated by several radio com- 
mentators in broadcasts on Saturday, the 
19th. The correct version also was dis- 
tributed to newspapers throughout the 
country over the wires of the Associated 
Press, which had previously disseminated 
the original report from the Dow-Jones 
ticker. No doubt at least some of the 
papers outside New York have also pub- 
lished corrections though it had not yet 
been possible to check on this point at 
the time of going to press. 
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Industry Can Use All the Watchmakers It Can Get 


Says Watch Board 


Chairman at lowa 
State Jewelers Confab 


Today's popularity of the small wrist 
watch is increasing the need for younger 
men in the watch repairing field, E. L. 
Benner, Fort Dodge, lowa, told the 
thirty-sixth annual convention of the 
Iowa Retail Jewelers Association meet- 
ing Des Moines, Sept. 30. 

Chairman of the Iowa Board of 
Watchmaking Examiners, Benner said 
the demand for younger men “has re- 
sulted in the watchmaking schools be- 
ing overcrowded and the better known 
schools booked up to 1948.” 


FIRST SINCE ‘41 


Approximately 130 Iowa jewelers at- 
tended the one day session at Hotel 
Fort Des Moines, the first state con- 
vention since 1941. 

Meeting the previous day and remain- 
ing for the jewelers convention also were 
400 members of the Horological Asso- 
ciation of Iowa which likewise held its 
first convention in five years. 

Paul Juergens of Juergens & Ander- 
son, Chicago, tuld the Jewelers conven- 
tion he is grateful that no atomic bombs 





T. O. DILGES W. G. BOYSON 


have been exploded in the Persian gulf. 
“The blast of an atomic bomb un- 
doubtedly would break the coral reef 
in the gulf and the pearl industry would 
end then and there,” Juergens said. 

Juergens added, however, that except 
for some such catastrophe he foresees 
no change in the course of the natural 
pearl industry. 

Maurice Adelsheim, regional vice- 
president of the American National Re- 
tail Jewelers Association, advised con- 
vention members to be alert to the 
challenges of changing economic condi- 
tions. 

Milton Wallach of New York City, 
publicity director for the Diamond 
Craft of America was unable to attend 
the convention but his address was read 
by George C. Weiterer, also of New 
York and also affiliated with the Dia- 
mond Craft. 

“Jewelry is no longer a luxury. It 
is no longer the last item on the shop- 
ping list and if it is not at the top it 
certainly is far from the _ bottom,” 
Wallach’s address declared. 

“Today,” Wallach’s address said, 
“millions more women are wearing 
jewelry than ever wore it before. They 
are your silent sales force. Cultivate 


FOR NOVEMBER, 1946 











them and you will cultivate your cash 
register.” 

Speaker at the Horological Associa- 
tion convention was Howard L. Beehler, 
dean of the Bulova school of watchmak- 
ing. “The successful pursuit of the 
watchmaker’s trade requires a high de- 
gree of coordination between the eyes, 
mind and hands and this makes it neces- 
sary for the student to apply himself 
to a well planned system of manipula- 
tive operations,’ Mr. Beehler told the 
watchmakers. 

One of the resolutions adopted by 
the Retail Jewelers Association called 
for “repeal of the 20 per cent federal 
excise tax on jewelry at the earliest | 





opportunity.” 

Another resolution declared, “We feel 
the national association should urge our 
members to prevail un the silver manu- 
facturers to restore our discounts to 
the pre-war status.” 

A third resolution said the Jewelers 
Association “wishes to go on record as 
supporting the allied associations as 
follows: Jewelers Security Alliance, 
Jewelers Protective Association; Gem- 
ological Institute of America, Horologi- 
cal Institute of America, National 
Jewelers Mutual Fire Insuranee Cu. and 
the Jewelers Board of ‘Trace.” 

A fourth resolution pledged the Iowa 

(Please turn to page 401) 
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Emphasis on Education 
At Annual Meeting of 
United Horologists 


(From page 374) 


exhibits and a further meeting of the 
school and college group. The conven- 
tion proper got under way Saturday 
noon with a get-together luncheon. 

More than 250 members and delegates 
registered for the convention and the 
meetings were well attended throughout, 
there seldom being less than 200 in the 
meeting room and participating in the 
discussion — strong evidence that the 
horological movement is a vigorous and 
active one. 

The afternoon’s session was opened 
with the President’s annual address by 





John J. Nooyen of California. In _ his 
remarks, Mr. Nooyen urged that the 
national officers and members of the 
Executive Board of the national body 
should consider it part of their duties 
to attend the state and local meetings 
of the state associations and local guilds 
which constitute the membership, point- 
ing out that the advice and help and 
inspiration of these national leaders is 
an important factor in building strong 
local groups and that these, in turn, 
make a strong national association pos- 
sible. 

He also dwelt upon the interest being 
displayed at this convention in educa- 
tional standards, remarking that while 
watchmaker examination and _ licensing 
is a highly important matter, legislation 
covering these things is not a cure-all 
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for every one of the ills of the Craft, 

Executive Secretary Orville Ha 
strongly criticized the “diploma mil» 
type of school which fails to train stu. 
dents properly and urged that 
UHAA should exert every means a its 
command to combat this situation. H 
recommended that members report tp 
national headquarters any instances that 
may come to their attention of the “qj. 
ploma mill” type of school operation 
and suggested that UHAA should spon. 
sor and help in the work of establiship 
and maintaining adequate standards, 
also recommended that the body wor, 
with the Veterans Administration to + 
to prevent that agency from acceptin 
the over-night” schools for training of 
ex-GI’s. 

He outlined the activities of the of. 
cers throughout the year and described 
the volume and type of work carried op 
by the headquarters office in Denver, 
He concluded with a brief summary of 
the financial status of the UHAA, point. 
ing out that the organization is now ing 
strong position, capable of standing on 
its own feet “without mooching.” 


FIFTEEN NEW SCHOOLS 


Reports from state delegates who dis- 
cussed local conditions and local actiyj- 
ties occupied the next position on the 
program. First to report was the School 
Accrediting Committee, which has now 
examined and accredited 15 of the watch- 
maker schools and has further applica- 
tions pending. Its methods of operation 
were also explained, the procedure be- 
ing for a school to apply for recogni- 
tion following which UHAA sends a 
committee to visit the school and investi- 
gate at first hand its facilities, curricu- 
lum, etc., and makes a report. Comnit- 
tee members are always drawn from 
other localities than the immediate vi- 
cinity of the school in order to avoid 
any possibility of local prejudice either 
for or against the organization and to 
insure a thoroughly impartial report. 

After a recess for dinner, the conven- 
tion re-assembled and was addressed by 
Harry Henschel, Jr., of the Bulova 
Watch Co., and Howard Beehler, Dean 
of the Bulova School of Watch- 
making, on the subject of the training of 
disabled war veterans. Mr. Henschel ex- 
plained the idea that led to the crea- 
tion of the school and Mr. Beehler 
described its operations, illustrating his 
remarks with movies accompanied by 
sound. 

Ralph H. Young, president of the Wis- 
consin Retail Jewelers Association, dis- 
cussed the horological movement from 
the viewpoint of the jeweler, endorsing 
heartily the idea of watchmaker exam- 
ination and licensing as practiced in Wis- 
consin and recommended the adoption 
of similar legislation in other states 
which do not at present enjoy its bene- 
fits. 


TALK ON CHRONOMETERS 


The Sunday morning meeting began 
with an informal talk on the subject 
of American chronometers by E. W 
Drescher, Assistant Chief Engineer of 
the Hamilton Watch Co. He was fol- 
lowed by Louis Haimann, president of 
the New Jersey Retail Jewelers’ Ass0- 
ciation, who delivered an inspiring ad- 
dress on the subject of mutual ¢o 
operation and trade association work, 

(Please turn to page 386) 
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Increased Sales For All Retailers Will 
Be One Result of Vet Housing Plans 


Increased sales for retail business 
in all parts of the country were pre- 
dicted as one important result of the 


Veterans Emergency Housing Pro- 
gram by William K. Divers, Special 
Assistant to the Housing Expediter, 
when he addressed the annual meet- 
ing of the State Association Execu- 
tives and Trustees of the American 
Retail Federation. 


Speaking on the subject of the “Vet- 
eran Housing Program and Its Impact 
on Retailing,” Mr. Divers cited the tre- 
mendous number of retail purchases 
which will be required to furnish and 
equip the 2,700,000 new dwelling units 
to be built under the program. He em- 
phasized the fact that these purchases 
will be occasioned by the construction 
of the new homes and are quite inde- 
pendent of the volume of replacement 


' gales and other purchases which are not 


related to new home construction. 


INCREASED BUYING POWER 


“Assuming that the average size of 
the families which will occupy the new 
homes be as low as three persons, it will 
mean,” said Mr. Divers, “that more than 
8 million people will be housed in the 
homes now building and to be built 
under the Veterans Emergency Housing 
Program, and that figure is equal to 
the population of the entire state of 
Illinois, including the city of Chicago.” 


Most of these families will require 
all or substantially all of the necessary 
furnishings and equipment for keeping 
house and making homes. “Imagine,” 
said Mr. Divers, “the volume of retail 
sales necessary to equip all the homes 
in Chicago, Peoria, Springfield, Decatur, 
and the other cities and towns of Illinois 
and all of the rural homes in the state 
with all necessary household goods from 
picture hooks and curtains to refrigera- 
tors and carpets, from waste baskets 
and dishes to furniture and linens.” 


Many of these sales will be handled 
through existing retail outlets as an in- 
crease to their other business, because 
many of the new homes will be built 
in existing residential areas which are 
served by present shopping centers. But 
all of the new housing cannot be added 
to existing neighborhoods. New resi- 
dential sections must be created, and 
with them comes the demand for new 
shopping centers and for new retail 
stores of every type. 


PRIORITIES ESSENTIAL 


Mr. Divers pointed out that most of 
the new commercial construction which 
will be required for the increased num- 
ber of retail outlets must be deferred 
because of the preferential access to 
building materials which is granted for 
residential construction. It is not, he 
said, the purpose of the housing pro- 
gram to interrupt commercial construc- 
tion indefinitely, but he emphasized the 
fact that until the production of build- 
ing materials has been so increased that 
it will meet the requirements of the 
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housing program, all non-residential con- 
struction must be kept at a minimum, 
and deferrable commercial construction 
must be postponed. 

“The question as to which must come 
first, commercial and industrial con- 
struction or homes for veterans, has 
been emphatically answered in favor of 
homes for veterans,” Mr. Divers said. 
“We cannot build commercial structures 
and houses with the same lumber, and 
we discovered last fall, when war time 
construction controls were removed, 
that commercial and. industrial builders 
got the supplies and that the home 





builders got the left-overs. That is why 
the priorities system had to be restored, 
and the size of the housing requirement 
explains why commercial and industrial 
construction must be kept at the ab- 
solute minimum.” 


Mr. Divers was optimistic regarding 
the success of the Veterans’ Housing 
Program. He told his audience that 
during the first eight months of the 
year more than 700,000 homes and 
apartments have been put under con- 
struction, which means current construc- 
tion at a rate of more than 1,000,000 
homes per year, and he compared this 
with the fact that after World War I 
it took seven years to reach a construc- 
tion rate of over 900,000 homes per 
year. 
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A Million in Gems Stolen from the 








Duehess of Windsor Near London 





Press Association 


The Duke of Windsor (left), joins Scotland Yard detectives in the driveway of Ednam Lodge 
in Surrey, England, as authorities investigate the robbery on October 16 of jewelry belong- 
ing to the Duke and Duchess of Windsor. This photo was radioed from London. 


In one of the most daring robberies 
on record, thieves got away with jewelry 
belonging to the Duchess of Windsor 
after having broken into her room in 
Ednam Lodge, Sunningdale, 18 miles 
outside London last month. Although 
estimates varied and it was not stated 
exactly what proportion of the Windsor 
jewels was stolen, it is known that the 
Duchess’ collection was valued at $1,000,- 
000, in 19-44. 

The thief climbed up a drainpipe to 
the Duchess’ room while she was enter- 
taining guests in the drawing room and 


THEFT VICTIM 





The Duchess of Windsor, wearing some of 
the jewelry which was stolen last month in 
Surrey. A jeweled lapel pin, hairnet clip 
and earrings decorated her ensemble dur- 
ing her 1941 visit to the United States. 


the Duke was away at Buckingham 
Palace. Part of the loot was later found 
on the lodge’s golf course in a gladstone 
bag. 

British pawnbrokers were told to be 





on the lookout for the jewels but police 
held little hope that they would find 
their way to a pawnbroker since many 
are easily identifiable heirlooms. It was 
more likely, they said, that the thieves 
would try to get them out of the 
country. Detectives were duly posted 
at all ports. 

The Duchess has complete sets of 
sapphires, rubies, emeralds, diamonds, 
topaz, onyx and turquoise, a set for 
each day of the week. One of the most 
valuable pieces in the collection is a 
diamond tiara given her by the Duke 
which she wore on her wedding day 
eleven years ago. It has four large cen- 
ter diamonds and three curved uprights 
of small diamonds mounted in platinum. 

Britain’s biggest jewel theft occured 
in 1924, when the Wernher collection, 
valued at more than $800,000, was stolen 
from Bath House, Piccadilly. 





New Stifft Jewelry Store 
Being Remodeled for 66-Year-Old 
Little Rock, Ark., Firm 


Remodeading of a building at 511 Main 
Street, Little Rock, Ark.. for occu- 
pancy by Charles S. Stifft Company, 
jewelers, by next spring, has been an- 
nuunced by Max Moses, president. 

The building will be completely re- 
modeled with a marble facade across 
the front. The new Stifft home. will In- 
clude a main floor, a large mezzanine, 
and a second floor. Im addition. the 
upper floor of 509 Main Strect will be 
occupied by the company. Apprexi- 
mately 10,000 square feet of selling 
space will be provided. 

Plans call for the most mien store 
planning, with fixtures and lighting 
equipment individually designed: by .en- 
gineers for the store. 

Originally established in 1880 by the: 
Inte Charles S. Stifft, the store is nuw 
headed by Moses who followed nti 
W. Stifft as president. . ty: 
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Silver Borrowed for War Emergency 
5s Now Returned to the U. S.Treasury 


roximately J6,800 tons of silver 
sane in 1972 for use in RFC war 
plants is now being returned to the 
Treasury. 

The silver was borrowed by RFC for 
installation in war plants in the form 
of electrical conductors, chiefly bus 
bars, in order to release an equivalent 
amount of copper for other vital war 
purposes. 

The installations were made in 138 
plants located in 11 states. The plants 
were engaged in the production of alu- 
minum and magnesium. Aluminum re- 
duction plants were the principal users 
of this silver. These plants were located 
at Burlington, N. J.; Maspeth, N. Y.; 
Mead, Wash.; Torrance and Riverbank, 
Calif.; and Troutdale, Ore. 


FOR COINAGE 


The silver from the West Coast plants 
will be shipped to the Denver mint to 
be used for coinage. That at Maspeth, 
amounting to 5000 tons, will go to New 
York for storage in the bullion de- 
pository. The remainder in the East 
will be used by Philadelphia mint for 
either coinage ingots or commercial bars. 

The mint has determined that small 
amounts of impurities, such as oil and 
sulphur, picked up by the silver in the 
course of its war work, will not affect 
its use for coinage. At first it was 
thonght the silver might have to be 
processed for removal of these impuri- 
ties hefore being recast into coinage in- 
gots, but this was found to be unnec- 





DeBeers Consolidated Mines 
Considers 10 for | Splitup 
On Deferred Shares of Stock 


DeBeers Consolidated Mines, I.td., 
plans to split outstanding deferred 
shares on a 10 for 1 basis, and to in- 
crease its capital by creating 3,500,000 
additional shares of new stock. 


The companies directors said the de- 
cision to bring out five shilling par 
shares, through the snlitup, to replace 
£1/10s. par shares, wi!l be more popu- 
lar with investors in South Africa and 
abroad. The high price for the present 
shares, it is argued, narrows the circle 
of investors. 

The additional eanital wi'l he used to 
acquire the 3,240.000 publicly owned 
common shares of Consolidated Dia- 
mond Mines of Southwest Africa, Ltd. 
DeBeers at present owns the remain- 


Ing 2.259,500 common shares of con- 
solidated. 





Seven States, Three Foreign 
Countries Sent Exhibits to 
Memphis Gift, Housewares Show 


More than 250 exhibits of china, 
glassware. toys, furniture. housewares, 
Jewelry and gifts were shown at the 
Fall Memphis Gift and  tlomewares 
Show held in early September. 

Merchants from seven Southern states 
attended. VF xhibitors fepresented firms 
from 16 states and three furcign nativus. 
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essary and means a great saving in 
processing costs. 


LOSS NEGLIGIBLE 


In most of the war plants, silver loss 
or damage apparently was negligible. 

Preliminary estimates are that the en- 
tire loss will be but a small percentage 
of the total weight of 474,194,634 fine 
troy ounces originally delivered to the 
plants. The war plant silver is carried 
on the Treasury’s books at a total value 
of about $551,000,000. Most of it is 
“monetized” silver, valued at $1.29 per 
ounce. 











Price Lid Off All 
Watches and Clocks 


All watches and clocks, both do- 
mestic and imported, have now been 
removed from price control by the 
Office of Price Administration. 

In a sweeping action on October 
30, which also took the ceilings off 
glassware, small electric appliances 
and cooking and table pottery, in ad- 
dition to hundreds of other items, 
OPA removed the last important con- 
trols on jewelry store merchandise. 
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Canadian Jewelry Industry Sponsors Cooperative 
Advertising Campaign Similar to U.S. Council Plan 


In view of the current interest in 
industry publicity activities here in the 
United States it is interesting to note 
that an organization similar to the recent- 
ly organized Jewelry Industry Council is 
now out of the blueprint stage in 
Canada. 

A cooperative advertising campaign 
sponsored by the Canadian Jewelers 
Association as a free service to its mem- 
bers is the latest promotion idea con- 
cerning the jewelry trade in Canada. 

Scheduled to start on a nation-wide 
basis, the latest ad-campaign is the 
culmination of suggestions and requests 
from many retail jewelers from coast to 
coast. 

The advertisements are three news- 
paper columns wide and approximately 
ten inches deep. They convey the cen- 
tral theme. “You Can Buy With Con- 
fidence From Your Jeweler.” 


ASSOCIATION TO SUPPLY MATS 


It has been agreed that the Asso- 
ciation will supply the art work, pro- 
duction costs, etc., completely, and will 
send the necessary newspaper mats for 
the ads to any group of members using 
the series. The jewelers in each com- 
munity will then co-operate in purchas- 
ing the necessary space to run the ads. 
The program includes a complete series 
of eight advertisements to be run every 
two weeks from October to December. 


COMMITTEE TO BE ORGANIZED 


In a recent letter addressed to its 
members, the Association suggests the 
first step is to get in touch with the 
other jewelers in the community, and 
to immediately organize a small com- 
mittee. The committee will then ap- 





100 Per Cent Tax on Jewelry 
Repairs Repealed in Britain 
After Objections by Jewelers 


The trade in Britain, worried and 
almost distraught, as reported some 
while ago, about the Purchase Tax 
amendments which would have made 
jewelry repairs and alterations subject 
to a 100 per cent tax on the original 
value of the article, has won a victory. 

The Treasury has seen the injustice 
of the ruling which was originally in- 
tended to defeat the black market op- 
erator who broke up jewelry and re- 
mounted it. Genuine retail transac- 
tions will now be freed frum such a 
crippling tax, payment merely being 
made on the value of the new material 
introduced into the article. 

Less fortune was experienced on the 
matter of the Government disposal of 
watches. The Ministry concerned re- 
plied that they considered they were 
disposing of them in the best way and 
that time was too short to alter their 
methods with the next lot—wrist watch- 
es, of which there are 30,000 being sold 
at a maximum price of £12. There are, 
however, many more pocket watches 
to come, over and above the first lot of 
70,000, and the Ministry said they would 


review the matter in dealing with these. 


point a treasurer, who will collect a 
share of the cost of the newspaper space 
from each - co-operating jeweler and 
then send it to the newspaper where 
the ads are to appear. 

This part of the job is entirely jn 
the hands of the jewelers of each com- 
munity. All the central office will do 
is send the series of eight mats used to 
illustrate the ads. 

The central office of the association 
has sent out to its members order 
blanks, which, when returned properly 
filled in, enrolls the committees in the 
campaign. Each committee is then sure 
to receive the complete series. In view 
of the cost involved, the association wil] 
not send any mats of the advertise- 
ments unless the order blank is received, 


SUPPLEMENT REGULAR ADVERTISING 


The advertising campaign is not de- 
signed to take the place of any regular 
newspaper or other form of advertising 
the retail jeweler is now doing. It is 
purely a supplementary job, designed 
to focus the attention of the buying 
public on the jewelry trade as a whole, 
without any reference to any individual 
firms. It is designed to build up the pres- 
tige of the jewelry trade in each com- 
munity. 

Leading jewelers in all parts of 
Canada have already given the program 
their endorsement, and have indicated 
their approval of the wording and style 
of the ads. 











Original 
Headquarters for... 


Repairing and Rebuilding 


EXPANSION BANDS 
& BRACELETS 


FACTORY METHOD— 
USING GENUINE PARTS 


All Work Fully Guaranteed—Price List 
Sent Upon Request. 


Servicemen’s Bands Returned By 
Return Mail. 


SPECIAL FEATURE 
Bands Replated Like New for Addi- 
tional 50c at Time of Repair. 


PROMPT SERVICE 


JEWELERS SERVICE CO. 


**Specialists in Expansion Bends and Bracelets” 


355 So. Broadway 


Los Angeles 13, California 
Michigan 9966 
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VIRGINIA MEETING OF MINDS 





Portsmouth-Norfolk Retail Jewelers Association members seen at the annual banquet of the 
Standing at the head table, from left to right: William G. Ralston, Retail Merchants 


Association; C. P. Harmon; H. A. Goldberg, president; L. B. Rocke, vice president; Frank H. 
Driesell, former president; Irvin Hemmen, Elgin National Watch Co., and C. H. Dalby, 
| manager of the Better Business Bureau of Norfolk. 
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Britain Ready for Jewelry Boom 
But There's No Industry to 
Satisfy Demand, Survey Indicates 


All indications point to an increased 
interest in jewelry in Great Britain, a 
readiness and a capacity to pay for 
quality merchandise and a longing to 
“dress up” which has so far been only 
slightly satisfied. To that extent the 
market is on ice and will be still avail- 
able when supplies are once more on 
sale. 








FOR YOUR 
CONVENIENCE 


IMPROVED TOOLS 
FOR WATCH REPAIR... 


We have added to the completeness of 
our lines in our appointment as direct 
wholesale distributors of the famed LEVIN 
tools. Write for complete information on.. 


Lathes © Poising Tools 
Pivot Straighteners and Polishers ° 
Movement Holders °¢ Carbide Graver 
Sets—and other Time Saving Profit Making 
aids. 


WATCH MATERIALS & 
JEWELERS* SUPPLIES... 


¢ Spring Rings in sterling silver and yellow 
gold filled. 


© Swivels in yellow and white gold filled. 
e Jump Rings in white and yellow. 
+ 
WATCH CASES & DIALS TO MATCH 
2 


CABINET ASSORTMENTS 
WITH CHARTS 
° Hands © Mainspring Cabinets 
° Jewels for American Watches 
° Swiss Stems ¢ Crowns 
° Genuine Swiss Staffs 


WRITE FOR COMPLETE INFORMATION 


CENTRAL WATCH MATERIALS 
& SUPPLY CO., INC. 
Wholesale Jewelers 
134 So. Sth St. Phila. 7, Pa. 


Calipers °¢ 
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Pointers which argue the existence of 
a booming market are these: 

Shows of jewelry already arranged 
have attracted immense interest, not 
only from those whose job it is to cre- 
ate that interest but from the ultimate 
user—the customer. 

Small supplies of various qualities 
and types already supplied through the 
retail trade have sold immediately and 
to the entire satisfaction of both trader 
and customer. 

The whole trend of relief from war 
restrictions is encouraging a return to 
“dressing up.” Women are adopting 
styles and modes which call for gay, 
frivolous, and even fantastic accessories, 
the very atmosphere in which jewelry 
thrives. 

There has also been an _ increasing 
appreciation in the trade that fashions 
in jewelry, gems, accessories, noveltics, 
can be created just as are dress fash- 
ions. Efforts to this end to date have 
proved completely satisfactory. 

Perhaps the most potent justification 
for belief that a boom market is around 
the corner is the known capacity to buy 
has been created by wartime restric- 
tions and self denial. 

In the great majority of instances, 
women and their men, are ready to 
open the purse strings for goods which 
have not been available over the war 
years. 


The tragedy of the position from the 


trade viewpoint is that they cannot sat- 
isfy this demand, this present urge to 
buy gems, jewelry, novelties and acces- 
sories. The trade is still, officially, a 
luxury trade and therefore not likely to 
receive any early allocation of men, 
materials, or facilities. Only where there 
are no prior demands, either for ex- 
port or utility purposs, will there be 
any hope for wide resumption of qual- 
ity production by the British trade for 
the home demand. 

There has been some improvement in 
the supply of cheap watches and in 
cheap metal decorations and motifs, but 
these cannot be classed as a major sat- 
isfaction of the requirements of the 
market. 

Britain is being forced to wait im- 
patiently for the day when the jeweler 
can offer the variety and quality of gifts 
which he and his public want. 











SMART 
QUICK 


“ r ACCURATE 


USE THE 
NEW and IMPROVED 


STAINLESS STEEL 


TRIPLE 
MICROMETER 
CHECKED 


DIAMOND 





No guesswork ... you can determine 
the weight of a diamond, loose or 
mounted in a few seconds with the aid 


of the handy book included with each 


Diamond Gage. 


= 
Send Check or Money Order To 


GEM GAGE CORP. 


P. O. Box 6272 © NORTHWEST STATION 
WASHINGTON 15, D.C. 
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A SUPERIOR 
SILVER 








or 50c 
You PAY LESS 
than half that! 


Silver Shine, that super silver 
polish, puts a@ smile on the 
housewife’s face and a tinkle 
in your cash register. For Silver 
Shine cleans with so little ef- 
fort, leaves @ hard, dry finish 
and no greasy residue to mar 
the luster. In other words it 
pleases—ond o pleased customer 





COSTS YOU ONLY 


always comes back for more. $300 PER DOZEN 
ORDER NO. 18E265 





Try itt 








C & E MARSHALL CO. 
Gl alidelefom-10 


Box 7737 



















GENUINE RUBY GUARDS 


fishtail set all 





HOROLOGY PEDAGOGUES 


- bee 


The Friday meeting session was devoted entirely to the discussion of the education question, 
Preliminary plans for a standardized curriculum and for minimum graduation requirements 
were drawn up. 


(From page 380) 

pointing out how through such organiza- 
tions as the UHAAA it is possible to clean 
house of objectionable trade practices 
and elevate the standards of the in- 
dustry, citing some of the accomplish- 
ments of the New Jersey Retail Jewelers 
Association and the ANRJ 4A, with which 
it is affiliated. 

A technical address by Homer Barkus 
of the Barkus Horological Laboratories, 
on Matching the Escapement,” com- 
pleted the session. 


WATCHMAKING IS DIFFERENT 


At the afternoon session following an- 
other group luncheon, R. W. Apple- 
gate, Phvenix, Ariz. who was the 
war-time Washington representative of 
UHAA, delivered an inspirational talk 
on the need for cooperation among 
watchmakers. He was followed by B. 


in the amount of time which some work- 
men try to complete it, the result be 
ing that the customer is dissatisfied and 
the jeweler suffers. There is no quick 
way to eliminate error, no quick way 
to good workmanship, Mr. Kleinlein 
said. 


RATE RECORDER DEMONSTRATION 


An interesting demonstration of the 
Watchmaster rate recorder was con- 
ducted by Charles Purdom, of Ameri- 
can Time Products, Inc., along the line 
of the well-known clinics and demon- 
strations which he has carried on for 

(Please turn to page 387) 
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LAPIDISTS 


Specializing in 


W. Heald, Milwaukee, Wis., who talked 
on watchmaking legislation and licensing. 
Watch repair, Mr. Heald stated, is an 


Ground in 14 
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.00 essential part of the retail jewelry trade, 
iol ;' NET and because the jewelry business is dif- 
er Pair ferent from most forms of retailing e 
since the public knows little about most BUF F TOP FACETED 
Made to jewelry items, buys them seldom, and 
order the prices of must jewelry items repre- CABOCHON 
sizes 4-9 sent a substantial investinent for the 


average consumer, the jeweler must be 
a trusted counselor and adviser in whom 
the customer can feel complete confi- 
dence. Incompetent or careless watch 
repair work destroys that confidence. 
Therefore, it is for the interest of 





SEMI-PRECIOUS & SYNTHETIC 
RUBIES * BLUE SPINELS 
BLUE AND WHITE SAPPHIR¢S 


GENUINE ZIRCONS 


brilliant full cut 
BLUE OR WHITE 









approzr. | Ct the jeweler to do everything within his 

(Weight) 14K WHITE] | power to see to it that the operation 
or YELLOW of his watch repair department Is kept Prompt Service 

] ]-00 on a high plane. Examination and 

~~ NET licensing of watchmakers is the must 


certain way to insure that the man at 
the bench will be a competent work- 
man. 

Walter J. Kleinlein, Waltham Watch 
Co., discussed the art of adjusting 
American watch movements, tracing the 
history of the development of American 
watches from the huge timepieces of 
80 years ago down to the present small 
wrist models which are of course far 
more difficult to adjust than the older 
watches because of the minuteness of 
their parts and the small space into 
which they must he fitted. ‘He pointed 
out the pitfalls of hurried work, men- 
tioning such things as the impossibility 
of dving an adeyuate job of cleaning 


Expert Workmanship 


EASTERN LAPIDARY, 
INCORPORATED 


Cutters of Semi-Precious Stones 


12 Old Broadway 
New York 27, N. Y. 


‘ SPECIAL 





OVER 100 DIFFERENT STYLES 


Write for Catalog 


HOUSE OF OLAND 


Manufocturing Jewelers 


65 NASSAU ST. — N.Y. 7, N.Y. 
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Telephone: ACademy 2-8297 
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Watchmaker Confab 
(From page 386 ) 


t several years. He showed 
aioe the use of the machine in tne 
hands of various students and watch- 
makers how the device can help in 
diagnosing and correcting watch ail- 
go evening was devoted to the 
annual banquet and dance and was fea- 
tured by the distribution of such an 
exceptional number of door prizes that 
it seemed as though almost everyone in 
attendance must have received a suuve- 
nir of some kind. 


PROMOTION PLANS 


Monday morning the session opened 
with a discussion by various state repre- 
sentatives of promotional ideas to build 
up the association both national and 
local. 

Max Mever of Meyer & Studele and 
Walter Schearen, Mido Watch Co., 
described recent developments in the 
technology and manufacture of Swiss 
watches, Mr. Mever dealing with the 
pin lever type which he stated has been 
greatly improved in_ recent years 
through various refinements; until to- 
day, s said it approaches in perform- 
ance the average low-priced jeweled 
watch. Mr. Schearen devoted his atten- 
tion to the development of the automatic 
water-resistant type of wrist watch with 
particular emphasis upon the activities 
of his own firm in this direction. 

Dan Geeding, Superintendent of the 

(Please turn to page 403) 
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Earrings in various patterns in 14 KT 
Green and Red Gold 


St. Christopher Key—i4 Kt in three 


sizes, also Bill Clips. 

Links to match 

Love Knot Ring—14 Kt Red and Green 

Gold Combination in four sizes; Ear- 

rings. Cuff Links and Studs to matob 
Our comprehensive line ef 
Geld, Platinum and Ename« 
eled Neoweltren. including 
Vantty. Ciyarette and (ard 
Casea are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO., Ine. 
| Meautocturers 
64 ig ‘Street 
, New Yort 


Charms and 
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To the Editor 








Rebuttal by Mr. Levin 


Editor, Jewreters’ CrecuLar-KEYSsTONE: 


I have read in your October issue 
the article “In Reply, To Mr. Levin,” 
by Charles Purdom. While it is sup- 
posed to be a technical reply to a talk 
which I made before the Los Angeles 
Guild several months ago, I find that 
it is far from being so. Instead of giv- 
ing accurate technical reasons for tak- 
ing exception to some of my remarks, 
if indeed he can do so, Mr. Purdom has 
occupied nearly two pages of your 
magazine to tell how much he knows 
and how little I know. 

If it pleases Mr. Purdom to indulge 
in disparaging remarks and crow about 
his accomplishments, he is welcome to 
the pleasure. I have no desire to en- 
gage in a name calling contest and will 
confine my remarks to matters of fact. 

It appears that the obiections to my 
views on the subject of timing machines 
emanate from people who sell them, not 
from the users. Far from being opposed 
to the use of timing machines, I have 
been one of the earliest advocates of 
their use, and it is my ovinion that 
everyone who works on watches should 
have one at his disposal. However, I 
believe that instead of telling a pros- 
pective purchaser that he can tell what 
is wrong with any watch by looking at 
its record, the seller should stress the 
undeniable advantages of using the ma- 
chine to check the watch after it has 
been cleaned and put in apparently 
good order. I am opposed to putting 
someone under the impression that all 
he has to do is put the customer's 
watch in the timing machine and imme- 
diatelv tell what needs to be done iust 
by looking at the rate record. Watch 
repairing just isn’t that simple. If one 
wants the views of other authorities on 
this subiect of watch timing. I refer 
them to the Elvin Watch Companv’s 
service bulletin “"lectric Watch Tim- 
ine Machines” which T believe was also 
published esome time ago in_ the 
Jewerres’ “Crrcrvtar-Krystonr. 

T mi¢ht also point ont that Mr. Pur- 
dom did not always sell the Watchmaster 
rate recorder and his attitude toward 
it was not the same when he was sell- 
ine other tvnes of machin-s. 

T have nothing to do with the mann- 
facture or sale of timing machines and 
any ovinions I exwress are hecause of 
mv interest in a technical subject, not 
for the nurrose of moking a sale. My 
quatifications for taking this position 
need no apologies. My views in the 
many issues of J/loroloqay and in Praee- 
tical Benchwork for Horologtsts speuk 
for themselves. 

Samvuet Leviw 
Los Angeles, Calif. 





Spanish Silver Shipped to 
States by Dotlar-Hungry Franco 


‘A shipment of silver valued at ap- 
proximately $2,500.000, sold by the gov- 
ernment of Generalissimo Francisco to 
bolster Spain's low dollar exchange posi- 
tion arrived recently in the United 
States. The assumption was that it 
would go to a buyer on the New York 
silver market. 








WATCHMAKER’S 
DREAM COME TRUE 


THE BARKUS 


DOUBLE END CARBOLOY 
(Cemented Carbide) 


PRECISION 


GRAVER KIT 














Will cut a pivot on a cambric needle 
as is—without removing the burnished 
surface or temper. 

Will cut a burnished staking shoulder 
from staff as easily as an ordinary 
graver will cut a soft staff. 

Will cut down a roller shank on a staff 
with the slightest touch, leaving a 
clean bright finished surface. Does the 
work of a stone. 


? 
PRICE LIST 
O.P.A. 5-16-1946 
Double-end Precision Graver...... $ 6.59 


No. 4 Diamond Wheel ........... 21.70 
No. | Diamond Wheel ........... 21.70 
00 Crystolon Wheel ............. 1.75 


INTRODUCTORY 
COMBINATION SET 





1 Barkus Precision Graver ........ $ 6.50 
1 Barkus No. 4 Diamond Wheel.... 21.70 
1 Barkus 00 Crystolon Wheel... ... 1.78 

$29.95 


SPECIAL PRICE .............$28.20 
DELUXE SET 


2 Barkus Precision Gravers ........ $13.00 
| Barkus No. 4 Diamond Wheel.... 21.70 
| Barkus No. | Diamond Wheel.... 21.70 
| Diamond Wheel Dressing Stone.. .15 


$56.55 
SPECIAL PRICE .............$54.40 


Prices subject to change without notice 


JOS. B. BECHTEL & CO., INC. 


Wholesale Jewelers 
Established 1894 


729 SANSOM STREET 
PHILADELPHIA 6, PA. 
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Connecticut’s first school of watch- 
making, operating under both VA and 
The Connecticut State Board of Educa- 
tion approval and governed by stand- 
ards established by the Horological In- 
stitute of America, got under way Sep- 
tember 29, with its first enrollment of 
15 students, former servicemen who are 
seeking to master the trade of the 
watchmaker. 

The school, the Connecticut Institute 
of Horology, was founded by Joseph 
Consoli, New Haven jeweler and him- 
self an active watchmaker guildsman for 
the past 36 years, and at present operat- 
ing at 19 Congress Avenue, in New 
Haven. 


FOUR YEAR COURSE 


It was the feeling that the average 
veteran was not receiving a good basic 
knowledge of the different phases of the 
watch repairing business from most of 
the jewelry stores where he is placed 
as an apprentice by the Veterans 
Bureau, that prompted Consoli to un- 
dertake to start a bona fide _ school, 
where students would be required to 
meet rigid requiremnts and obtain more 
than a smattering of knowledge. 


Hours of discussion and planning 
with Connecticut’s leading jewelers and 
the Veterans Administration, led Con- 
soli to draw up a four-year course 
which will cover a total of 3,000 hours 
of instruction, and which will earn for 
the student that completes the course 
a diploma from the HIA. 


JEWELERS COOPERATE 


The course and the school attracted 
widespread interest among Connecticut 
jewelers, and they were quick to come 
forward with offers of cooperation, for 
they know the value such a school would 


quately trained young men. 

Their cooperation took two solid 
forms, first they undertook to locate 
able men who were interested in watch- 





making and to place them in positions 


Connecticut Jewelers Set Up Watchmaking School 
To Supply Skilled Help for Nutmeg State Stores 


be to them in offering a supply of ade-— 











Opening day at the new Connecticut Institute of Horology, 19 Congress Avenue, New Haven, 
showing the student body seated at their combination desks with work benches and the staff 
and VA representatives, shortly after they had welcomed the embryo-watchmakers. Standing 
left to right are Edward Whittlesey, instructors, Joseph Consoli, Edward Gauthier of Michaels 
Jewelers of Bridgeport; Arthur E. Brooks and Christy Hanas of the VA; and James A. 
Aspinwall of Spectors Jewelry store, Bridgeport. The students are launching on a four-year 
course which will graduate them as full fledged watch-makers certified by the HIA. 


in their stores. This would assure the 
men of a basic pay during their train- 
ing period and would also allow them to 
get the feel of working in a_ jewelry 
store, and to know the many phases 
of the jewelry trade which a standard 
course in watch repairing weuld not 
offer. Their second cooperative move 
was an offer of services . .. jewelers 
and watchmakers came forward through- 
out the state and offered their time as 
instructor lecturers or in any capacity 
which might prove helpful in getting 
the school underway. Mr. Consoli ac- 
cepted these offers and from them 
chose Earl Becker, of Ogden & Schlick, 
New Haven; George P. Qua4rclti, of 
Quadretti & Sons, Shelton; James A. 
Aspinwall of Spectors, Bridgeport, and 
Fdward Gauthier of Michaels also of 
Bridgeport as a_ staff of instructors. 
These men are all craftsmen and have 
a total of nearly 100 years’ experience 
in watchmaking. 


TOOLS PROVIDED 


Because all of the students are patt- 
time employees and apprentices of some 
large jeweler within Connecticut, the 
school operates on an afternoon and 
evening schedule. The men, mostly 
placed through the GI bill or P.L. 16 
which grants vocational training to dis- 
abled veterans, receive government subd- 
sistence, a salary averaging $25 a week 
from the firms to whom they are ap- 
prenticed, approximately $800 worth of 
tools and all needed text books and in- 
struction material. Each of the in- 
structors is assigned to teach a specific 
part of watch repair and theory, and 
these hours of classroom instruction will 
be rounded out by actual beach work, 
and by the appearance of guest speakers 
from manufacturing companies and 
allied fields. 

The first class was limited to 15 men 
so that each man would be assured of 
the fullest attention. Later when facil- 
ities are found, and it is possible to en- 
large the teaching staff, other classes 
may be added. 
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q The first meeting of the New York 
study group of the American Gem So- 
ciety this fall was held on October 3 
at the office of J. R. Wood & Sons. 
Dr. Ralph Holmes lectured on disper- 
sion and its influence on the beauty of 
gems. With the aid of an arc lamp 
various gems and prisms were tested 
for dispersion. A nominating committee, 
Walter E. Steiger and Arthur Muller, 
was chosen to pick candidates for next 
year’s election slate. 


q Baden & Co., Inc., manufacturers of 
gold rings, are now settled in their new 
quarters at 151 West 46th St. They 
occupy the entire fifteenth flour of the 
building. Installed in the sunlight fac- 
tory are modern equipment and fix- 
tures, making Baden’s one of the most 
up-to-date plants of its kind. 


q David Pfeffer, president of David 
Pfeffer Co., Inc., manufacturers of 
jewelry findings, was tendered a sur- 
prise birthday party on September 30 
by all the employees of the company. 
As a token of their esteem the employees 
presented Mr. Pfeffer with an engraved 
silver cigar lighter. 


q H. Baumgartner, Director of Rodana, 
S. A., manufacturers of Rodana Watches, 
Bienne, Switzerland, who spent a month 
visiting in New York City, returned 
home via plane on October 23. Mr. 
Baumgartner announced that his firm 
will shortly open a New York City office 
at 48 West 48th Street. 


q It has been announced that Bayer, 
Pretzfelder & Mills, Inc., are and will 
continue to be the sole representative for 
the Glycine Watch Co., of Bienne, 
Switzerland, for the United States, the 
Western Hemisphere, the United King- 
dom, and Russia, for the next thirty-five 
years. They also have been appointed 
the Ameican agents for the Piaget Watch 
Co., of La Cote-aux-Fees, Switzerland. 


q A program for apprentice training 
of watchmakers was discussed at a meet- 
ing of the executive board of the New 
York State Watchmakers Association 
in Syracuse recently. Directors of the 
organization reported there is an in- 
creased interest in the trade since the 
war and that there is a shortage of 
watchmakers. It was pointed out that 
there now is no system of proper train- 
ing for watchmakers in the state. 





Twenty-Four Karat Club of N. Y. 
To Hold Annual Banquet in January 


The Annual Banquet of the Twenty- 
Four Karat Club of the City of New 
York will be held on January 18, 1947, 
at the Waldorf-Astoria. 

The following Banquet Committee has 
been appointed: G. H. Niemeyer, chair- 
man; Jerome T. Agate; John H. Bal- 
lard; Herman L. Baskin; Howard 
Boynton; Jerome L. Grant; Henry I. 
Jacobson ; Walter N. Kahn; Reginald 
Richman and W. Waters Schwab. 
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q Harry Schaeffer of Lord Jewelers, 
1605 Broadway, is back from a trip to 
Cincinnati where he visited his friend, 
Edward Wolpa of the Lester Jewelery 
Co. in that city. He reports that Mr. 
Wolpa is remodeling his entire shop, 
adding a full line of radios and elec- 
trical merchandise. Son Lester, an ex- 
Navy man, is now in full charge of the 
store. 


q The regular meeting of the New York 
Jewelers Benevolent Association was 
held on October 1 at Proctor’s Lodge 
Rooms. Primary subject under discus- 
sion was the group’s sixtieth anniversary 
banquet to be held February, 1947. 
Candidates waiting initiation into the 
fraternal group are Benjamin Barsis, 
Joseph H. Pashutsky, Bernard Seltzer 
and Jack Silverman. 





Harry D. Henshel Heads Drive 
For Federation of Jewish 
Philanthropies This Year 


Col. Harry D. Henshel of the Bulova 
Watch Co. will serve as general chair- 
man of the jewelry industry’s drive in 
support of the current appeal of tlie 
Federation of Jewish Philanthropies of 
New York in behalf of 116 medical and 
social welfare institutions. 


A $12,000,000 goal has been set by 
the Federation for the maintenance of 
its network of philanthropies, which last 
year served 350,000 persons of all ages, 
races and faiths. 


Serving with Colonel Henshel in key 
leadership posts in the Jewelry Division 
are several prominent members of the 
industry who have long been active in 
the work of the Federation and other 
philanthropic and civic causes. They 
are: Associate General Chairman 
Stephen W. Hofman; and Co-chairmen 
Alexander E. Arnstein, Arnstein Bros. 
& Co.; Benjamin Ejichberg, Eichberg & 
Co.; Benjamin Lazrus, Benrus Watch 
Co.; Jacob H. Schaeffer, Shiman Bros. 
& Co.; Aaron Sverdlik, Robinson & 
Sverdlik; and Milton Weill, Arrow 
Manufacturing Co. 


The industry will open its intensive 
campaign at the Jewelry Division’s 
twelfth annual dinner on Thursday, No- 
vember 7, 6:30 P.M., at the Essex House, 
Col. Henshel announced following a 
planning committee meeting with the 
top leaders of the group. Heading the 
dinner committee are M. Fred Cartoun 
of Longines-Wittnauer Watch Co., chair- 
man, and Charles Barnett of Charles 
Barnett & Co. treasurer. 


Calling upon the members of the in- 
dustry to give the current Federation 
campaign their “usual generous sup- 
port” and to attend the forthcoming 
function, Colonel Henshel outlined the 
reasons behind the present Federation 
goal, which is $3,000,000 more than has 


(Please turn to page 393) 
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BEAD SPECIALIST 


All kinds of Genuine Stone Bead Necklaces 
Earrings — Semi Precious Stones 


Selections en request te respossible Jewelers 
Neeklaces lengthened and restrung 


DOUBRAVA CO. 


12 John St., New York City 








“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


Lins, Riise Wo 


65 NASSAU STREET NEW YORK 








ATTENTION 


MANUFACTURERS & JOBBERS 
Depend on us to do your contracting 
Our specialty is Ladies’ & Gents’ 
Cast Rings and Findings 
Prompt and Courteous Service 


SUPERIOR JEWELERS 


170 Eas? Sist S#. New York 22, N. Y. 














Whitelaw Brothers 3 


DIAMONDS 


48 West 48th St., New York, N. Y. 


Or Ie ae es 











ETERNA WATCH COMPANY 


OF AMERICA, INC. 


MAKERS OF FINE WATCHES 
SINCE 1856 


580 FIFTH AVENUE, NEW YORK 
Telephone BRyant 9-8660-8689 


SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 














269 So. 9th ST. 











PLATINUM CASTING 
Specializing in Ring Mountings 
CLEANER RESULTS 
Filing and Polishing if Desired 
HARMONY JEWELERS 








60 Branford Pi. Newerk 2, N. J. 
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TAG & STAMPING CO. 


4 SESS Relic 
PARCHMENT, ETC. 


Send for Catalog 
277 HALSEY ST. 


NEWARK 2, N. J. 





DIAMONDS-ALL SIZES—ALL SHAPES 


Small rough diamonds 
for inexpensive Jewelry. 
Single cuts from % to 4 
pointers. 


Full cut from 4 to 10 
points. Also sizes from 
10 pts. to 2 carats each. 


Finest polishing from Palestine and 
Belgium. 


Please ask for price list 


H. SORIN 
576 - 5th Ave. 


New York 19, N. Y. 
LOngacre 5-3672 








For YOUR ADVERTISING 
and Scason's Greetings 


“SELVYT™ 


POLISHING CLOTHS 


imprinted with 
YOUR ADVERTISEMENT 


SUPERFINE LENS CLEANER CO. 
37 West 20th St. New York 11, N. Y. 








100 SURPLESS GOLD CROSSES 
Beautifully Executed 
in 14Kt. Pink and Yellow Gold 


Reasonably Priced 
Write for further particulars 


B. PEREIRA, INC. 


22 W. 48th St. New York 19, N. Y. 








REPAIRING of JEWELRY 
iN ALL ITS BRANCHES 
Also 
SPECIAL ORDER WORK 
ESTABLISHED (910 
M. J. STERN 
61 Beekman St. New York City 








WATCH ATTACHMENTS 


14 K, GOLD 
POPULAR PRICES 
Immediate Delivery 


Sy | AT ewe bry ‘oo 


580 Sth Ave. New York 19, N. Y. 
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Dr. F. K. Morris, Globe-Trotting 
Geologist. Teaches Boston Gem Course 


The microscope is an important requisite in the gemology laboratcry conducted by Dr. Mort. 


A large collection of geological speci- 
mens and an unsurpassed knowledge of 
the materials that make up the world’s 
surface are but two of the many ad- 
vantages enjoyed by students of gem- 
ology attending the course of lectures 
by Dr. Frederick K. Morris of the 
Massachusetts Institute of Technolugy 
before the Eastern Guild of the Ameri- 
can Gem Society, and under their spon- 
sorship. 


Acknowledged as one of the world’s 
foremost geologists, Dr. Morris brings 
to his students an intensely interesting 
background of years of extensive ex- 
ploration in many of the most inac- 
ceessible sections of Furope, Asia, and 
the South Pacific Islands. 

He is ably assisted in presenting the 
course by Dr. Cornelius Hurlburt, of 
Harvard University. 


Educated in New York City, Pro- 
fessor Morris took his doctorate at Co- 
lumbia University, and has been a 


(Please tarn to page 402) 





Dr. Frederick K. Morris of the Massachusetts 
Institute of Technology makes a few black 
board sketches for his students. 
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Jeweler Exhibits Work at "Eye-to-the-Future" Contest 
Held for Occupation Personnel Station in Japan 


Sgt. Gil Bartlett, attached to the medical detachment of the I6Ist station hospital, Hokkaido, 


used cupper, aluminum and a blue amberole, to produce these handcrafted modern orna- 


ments. One wide copper bracelet was decorated by a pair of lips embossed on its surface. 
Saturn's ringed sphere was used as a motif for a pair of earrings with pin to match and in 
the model of a jewelry store. 


The greatest GI topic of discussion 
since the redeployment point system was 
the recent “Eye-to-the-Future” contest 
conducted by the American Red Cross 
in Japan. Although the contest was 
open only to patients or attached per- 
sonnel of military hospitals, everyone 
in Japan was aware of the contcst and 
keenly interested in its outcome. 

General Douglas MacArthur gave his 
personal endorsement to the event, and 
Lt. Gen. Robert L. Ejichelberger loaned 
his deluxe five-car private train to prize- 
winners for a one-week tour of Japan. 

Theme of the contest was “improve- 
ment of the post-war world’ and en- 
tries varied from a model of a futuris- 
tic medical center to simple gadgets 
which enable patients to play solitaire 
in bed. One of the most interesting ex- 
hibits was the work of Sgt. Gil Bartlett 
of Tulsa, Oklahoma, who not only de- 
signed and executed jewelry, but also 
turned out a model of a “jewelry store 

















Manufacturers of 


Emblem Yewelry 


32nd DEGREE RINGS 
MASONIC RINGS 
EASTERN STAR RINGS 


Also available, excellent designs in 

Gents Diamond Mountings, Stone 

Set Gents Rings, Emblem Pins and 
Buttons, Cameo Set Rings. 


Inquiries Invited 
546 S. Meridian St. ¢ indianapolis 4, ind. 














ENCRUSTERS | 


STONE ENGRAVERS 


Ruby and Onyx Drilling 
Special Orders 


BRAUNFELD & MEHLMAN 
108 Fulton St. New York 7, N. Y. 











of the future.” 
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ATTENTION SALESMEN 


Manufacturer of nationally accepted 
non-competitive custom-made leather 
watch straps, cigarette cases, com- 
pacts, has desirable open territories 
exclusive basis. Excellent possibilities 
as side line for someone covering ter- 
ritory consistently with established 
clientele among better jewelers and 
<_ere stores. Give full particu- 
ars. 

Write Box B., 4888, care 

JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St. New York 17, N. Y. 
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Gurney Bros. Opens New 
Jewelry Store in Brockton, Mass. 


Opening of one of New England’s 
most attractive jewelry stores took 
place on Oct. 2 when Gurney Brothers 
of 101 Main Street, Brockton, Mass., 
swung back the doors of their new lo- 
cation. A front-page story, and a 
double-spread advertisement in the 
Brockton Enterprise, with pictures of 
the entire personnel, told the story of 
the Gurney Brothers’ new place, oper- 
ated by Joseph G. and Fred P. Gurney, 
members of the fourth generation of 
the same family to maintain this beau- 
tiful store. 

Newly decorated and entirely re- 
modeled both inside and out, the out- 
side is framed entirely by beautiful 
show windows and light pink terrazzo. 
Glass-paneled doors lead to a beauti- 
ful interior made cool and most invig- 
orating by the color scheme of lime 
walnut, pale rose, and striped walnut. 

Customers are confronted as they en- 
ter by a streamlined O-shaped counter, 
resplendent with fluorescent lights. Ster- 
ling and solid silver, rings, and flat- 
ware occupy the right side of the big 
store, with chinaware, pottery, and 
giftware sharing the rear of the store 
with the repair department. On the 
left, generous space is given over to 
pen and pencil sets, watches, and jew- 
elry boxes. 

Back of the O-shaped counter in the 
center, two T-shaped counters accom- 
modate other items and the gift-wrap- 
ping department. 

















IMPORTED RHINESTONES, 
FANCY-CUT OVALS, OCTAGONS, 
ROUNDS AND GLASS BEADS, ETC. 


Also 
Special Packages 


Rhinestones 


Pkg. #1—Small White Mixture... ..$1.50 
Pkg. #2—Large White Mixture. ...$2.00 
Pkg. #3—Small Colored Mixture... .$1.50 
Pkg. ##4—Large Colored Mixture. .. .$2.50 


Please send check with package order 


TOMKINS BROTHERS 
106 Fulton St. New York 7, N. Y. 





eContracts @ Receipt Books, etc. 
Samples Sent FREE 


S. J. SURNAMER CO.—370-7th Ave., WY. 














WATCH PARTS 
— TOOLS — 
SUPPLIES 


Write for 
Price Lis? C 


DEANS 
fe 


WAT CH 





[MATERIALS DEAN WATCH.CO.: J 
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E Mainspring Gauge 








CAN SUPPLY 
ONE TO A MILLION! 


Mail Orders Promptly Filled 


Mainspring gauge manufac- 
tured of durable metals. Den- 
nison measurements on one 
side with metric equivalents 
on reverse side. 


$2 .98 each 
EL'GENE COMPANY 


6312-14 Huntington Street, Dept. JC 
CHICAGO 30, ILLINOIS 









re 








WITH THIS BIRTHSTONE AND 
WEDDING ANNIVERSARY 
POCKET ADDRESS BOOK 


Make your store opening more successful. Bring in 
the crowds for a free gift and distribute this Address 
Book made especially for you. Your advertising mes- 
sage in gold on the leatherette cover. Charts of birth- 
stones and wedding anniversaries on the inside covers 
Ample supply of pages for names, addresses, tele- 
phone numbers and memoranda. Prices for large dis- 
tribution, naturally. Send today for samples and prices 
Complete line of advertising gift items. 


VicroOog £. S£ESGERER CO. 
125 WEST 33rd STREET, NEW YORK 1, NEW YORK 








ATTENTION 
JOBBERS & EXPORTERS!! 


JUMP RINGS 


100 different sizes — Round & Oval 
Yellow, White, Sterling Silver, 
Gold Filled, and Solid Gold—From 
50¢ Gross and up. 


Globe Horological Center 


Inc. 


253 Utica Ave., Brooklyn, N. Y. 
Phone: PResident 2-3745 














GEMOLOGY—DIAMONDS 


The only compiete course in gemology, 
the science of all gem stones. 

Special courses in diamonds. Courses 
in all jewelers’ merchandise except 
watches. 


GEMOLOGICAL INSTITUTE OF AMERICA, Ine. 


Dept. J-i1, 541 S. Alexandria, Los Angeles 5, Calif. 
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London Letter 





‘Diamond men here are adopting a cau- 
tious attitude while awaiting more de- 
tails of production estimates of the new 
Williamson diamond mine near Shinyan- 
ga, Tanganyika. Commenting on tlie fact 
that it is eight times larger than Kim- 
berley’s Premier, diamond men say that 
pipe dimensions are not necessarily re- 
lated to value in terms of diamond con- 
tent. Current production is from allu- 
vial surface deposits and output so far 
this year is valued at £8,000,000. Pro- 


‘duction, it is understood, is marketed 


independently and not through the Dia- 
mond Trading Company and Industrial 
Distributors which handle the output 
of the Diamond Producers’ Association. 
The 399 shares of Williamsons Dia- 
mond, Ltd., registered at £500 sterling 
each, are held privately and none is on 
the market here. 


KEEN BIDDING 


There is likely to be some keen bidding 
for the 47 Ludlow gems to be offered at 
Christie’s Oct. 16. Lady Ludlow, better 
known as Lady Wernher, died last No- 
vember. The famous step-cut diamond 
ring by Boucheron is among the jewels 
to be sold. A first water stone, it weighs 
nearly 18 carats. A close second in 
beauty are the pear-shaped diamond ear 
pendants weighing nearly 35 carats. 
Other items will include the emerald 
earrings weighing nearly 47 carats and 
a clip brooch sapphire of 35 carats. 
Record prices are anticipated. 


The Queen Mary recently carried from 
Southampton a necklace, brooch and 
bracelet once owned by Madame Adelina 
Patti, the Italian prima donna, for the 
October exhibition at the Metropolitan 
Opera House, New York. Miss Eva 
Turner, present owner, is lending the 


jewelry, specially made by Cartier many 


years ago when Patti was to tour Amer- 
ica. She was presented with a _ piece 
of jewelry from each of the 55 States 
of Tsarist, Russia, in recognition of her 


standing as a great coloratura. 


“BRITAIN CAN MAKE IT” 


The “Britain Can Make It” exhibition 
was opened by the King and Queen in 
London the other day. Jewelry, porce- 
lain, gold and silver had their place in 
this colorful show. In the gold and sil- 
ver jewelry section could be seen gold 
ornaments in 20 different shades from 
russet brown to near-green. New designs 
in glass and glowing silver cutlery and 
plate from Britain’s new ace factories 
vied with the oyster greys, alpine pinks 
and lavender tints of Staffordshire latest 
in tea services and dinner sets—for ex- 
port, £28,000. The total for the day’s 
sale was £340,000. 

A Washington, U. S. A., report re- 
ceived here that silver is to be exported 
to Britain from the U. S. A. for in- 
dustrial purposes has set on foot various 
conflicting rumors which are not helped 
by the statement that nothing is known 
in London of any such importing ar- 


rangement. So far the British govern- 
ment has been the sole source of the 
metal for British industry, but the 


not participate in 


| silver allocations. 















Several months ago arrangements Were 
made with the manufacturing  silyep. 
smiths of the United Kingdom where} 
a revolving amount of one million Fa. 
of silver was made available to them 
This silver was for the manufacture of 
silver goods for export only. Accopg. 
ing to the London Times the silye 
stock so earmarked is turned over once 
every three or four years which would 
seem to indicate that the government 
is distributing around three million 
ounces a year for the export trader, 


AUCTIONS RESUMED 


Backes & Strauss of Holborn Viaduct 
say that due to a large influx of orders 
from abroad for the Fall trade prices 


in most classes of diamonds have 
stiffened again, especially in _ better 
class melees and smalls, and in the 


cheaper qualities. Supplies for the home 
market are still very small, the scarce- 
ness being accentuated by a dearth of 
jewelry auction sales throughout the 
vacation months. These auctions are 
now being resumed and more useable 
loose goods are finding their way to the 
market. The sales of gem jewelry at 
Christie’s so far this year total in value 
approximately £3,000,000. At a recent 
sale the London Bullion Company paid 
£23,000 for a diamond brooch and pen- 
dant. A diamond riviere of 34 brilliants 
realized £28,000. Total for the day’s 
sale £340,000. 

Some 70,000 government surplus wrist 
and pocket watches will be in British 
shops for the yuletide gift buying. In 
addition around 18,000 clocks built to 
R.A.F. specifications for use in aircraft 
are being released. According to the 
Ministry of Supply the 30,000 wrist 
watches available to retailers will not 
exceed £50 in price and the 40,000 
pocket watches will not exceed £35, or 
£37.50 if a luminous dial. 





Trimmings a Bygone Luxury 
Says Department of Commerce 
About Retail Special Services 


The Department of Commerce told 
shoppers recently that many retail stores 
probably would not resume all their pre- 
war standards of service. 

“During the past four years, for ex- 
ample, retailers as well as consumers 
have learned that excessive use of credit, 
delivery and returned-goods privileges 
can be eliminated without impairing of 
essential functions of retail stores,” said 
the September issue of the Survey of 
Current Business, a department publica- 
tion. 


m WATCHMAKING & 


Construction, repair, adjustment 
New C-mplete Practical Course in Horology 
For beginners and profes- 
sional repairmen. All essen- 
tial steps. Theory, opera: 
tion. Many test cases. Full 
coverage of tools, mate 
rials. Fully illustrated. 
Only $2.75 postpaid. Money 
back guarantee. 


We supply tools, materials at lowest cost 
FREE CATALOGUE 


MODERN TECHNICAL BOOK CO. 
Dept. MCK, 55 W. 42nd St., New York 18 


We specialize in all books on 
Watchmaking, Jewelry, Metal- 
craft. Gems. Free catalogue. 
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The British Pottery Industry Is to be 
Investigated by New Committee 





lishment of a permanent Pot- 
ter Adeloory Board, with an inde- 
endent chairman possessing wide ex- 
erience of business or national affairs, 
‘s one of the principal recommendations 
set forth in a report recently prepared 
by a “Working Party” appointed by 
the British Board of Trade to investi- 
gate the pottery industry in the United 
Kingdom. ; 

It was also proposed that semi-trans- 
lucent tableware, similar to that being 
manufactured in large quantities in 
other countries, should be produced. 
Consideration was given to a publicity 
campaign of an educational character, 
whereby assistance would be rendered 
the general public in recognizing good 
quality in materials, workmanship and 
design. 

The first report to be presented is 
that of the “Pottery Working Party,” 
and should prove of interest to im- 
porters of chinaware, large quantities 


— 





—_ —- 


Henshel Heads Drive 
(From page 389) 


ever before been sought for maintenance 
requirements. ) 

Rising prices have increased the cost 
of maintaining each of the institutions 
in the Federation network, and are in 
large measure responsible for the one- 
third rise. “Costs of supplier, com- 
modities, services and labor have gone 
up for the Federation,” he said, “just as 
they have for our own businesses.” In 
addition, the goal has been raised to 
provide funds needed to finance in- 
creased services and newly acquired re- 
sponsibilities. Among these, the Colonel 
specified the recent affiliation of the 
Beth Abraham Home for Incurables, in 
the Bronx, which cares for 318 chron- 
ically crippled and incapacitated per- 
sons; the return to civilian service, after 
three years of Army duty, of Lebanon 
Hospital; the creation of the largest 
family casework agency in the nation, 
Jewish Family Service; and the absorp- 
tion of fund-raising obligations of the 
Jewish Education Committee, a central 
coordinating committee for Jewish 
schools serving 60,000 New York chil- 
dren. 

Colonel Henshel in a message to the 
industry said: “Federation has served 
our city and its people so long and 
so well that we take for granted the 
services its provides. We know, without 
giving a second thought, that there will 
always be a Federation hospital to 
minister to the sick, a family welfare 
agency to deal with disrupting personal 
problems, a child-care agency to look 
after our youngsters. We know they ex- 
ist and they give us a great deal of 
comfort and security. 

“But this also gives to each of us 
the obligation to maintain and support 
them. We in the jewelry industry have 
always recognized and fulfilled our re- 
sponsibilities in a way that has been 
gratifying to ourselves, and encourag- 
ing to Federation. I am confident that 
in this year, when the cost of helping 
is greater, for so many reasons, we 
will intensify our efforts and support 
accordingly.” 


FOR NOVEMBER, 1946 





of which are purchased regularly from 
England. In fact, during the first four 
months of this year, the United States 
and Canada purchased more pottery 
from the United Kingdom than any 
other country. 

The recommendations set forth in the 
report may also be of use to producers 
and exporters, as problems of the in- 
dustry in Great Britain and methods 
for their solution have a common appli- 
cation. 





Carboloy Gravers Is Subject of 
Talk by O. R. Sweet At Meeting 
Of New York Horological Group 


The Horological Society of New York 
met on October 7 to listen to a lecture 
and demonstration of the use of carboloy 
gravers given by O. R. Sweet of the 
Barkus Horological Laboratories. 

James J. O’Shaughnessy spoke of his 
successful efforts to locate a new mect- 
ing room for all meetings of the society 
after January, 1947. 

Henry B. Fried outlined the plans 
to hold a joint banquet early in 1947. 
The joint banquet under discussion, he 
said was to be held with the Horological 
Institute of America and possibly with 
the National Association of Watch and 
Clock Collectors. A_ resolution was 
passed to permit a committee to con- 
clude contracts for such a venture. 

Mr. Fried also mentioned that Orville 
R. Hagans, executive secretary of the 
U. H. A. of A., would meet with the 
New York executive committee on Oct. 
22 for a general discussion. This meet- 
ing would take place at the Brooklyn 
High School for Specialty Trades. All 
members were invited to attend. 

Walter Hoffsommer, a member of the 
society and a manufacturer of watch 
tools, displayed some handsome samples 
of his products. Among these were two 
models of the Clement lathe, a staking 
tool, centering tool and other smaller 
devices. 

The main feature was the demonstra- 
tion of the cutting of hardened metals 
on the lathe with the use of carboloy 
gravers. Mr. Sweet preceded his demon- 
stration with the showing of a sound 
film which displayed the potentialities 
of the carboloy metals. He then pro- 
ceeded to the demonstration in which 
he cut a staff out of an unannealed rat 
tail file. He also did the same with 
hardened phonograph and then cut out 
a few staffs with the graver. He used 
a lathe mounted on a portable table. 
Many members tried their hand at the 
lathe with this diamond approaching 
hard graver with surprisingly excellent 
results. 

Two sets of these tools and diamond 
charged wheels were raffled off and one, 
donated by John A. Poltock and Sons 
was won by Hartly Satnick, a student 
watchmaker of the Brooklyn High 
School for Specialty Trades. The other 
donated by the Barkus Laboratories 
was won by H. Rapp of the Bell Watch 
Co. ; 
Mr. O’Shaughnessy thanked Mr. Sweet 
for his fine demonstration and generous 
donation. 








WATCH REPAIRING 


A BETTER watch repair service 
to the trade since 1922. 


Let our expert watchmakers 
help you build a successful 
watch repair department. We 
are in a position to offer you 
excellent service and good 
workmanship at moderate 
prices. 


You have our personal assur- 
ance of a perfect repair for 
every job mailed to us, and we 
will assume the responsibility 
thereafter. 


Now—all you have to do is to 
mail us your repairs and we will 
return them upon completion 
at earliest possible date. 


NATIONAL 
WATCH REPAIR SERVICE 
150 NASSAU ST. NEW YORK 7, N. Y. 














GENUINE 


RUBY GUARD RINGS 
Pink « Gold « White 
Channel—Fishtail 


VAN PAUL & CO. 


Manufacturing Jewelers 


207 Market St., Newark 2, N. J. 
MARKET 3-3945 














GOLD 


aad 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 


Removing of Engravings 


Wa. HERTEL&Co., INC. 
Sliversmiths & Piaters 
17 W. 45th St. 
New York City 
“28 years at the same 
address”’ 





(Before) 
(After ) 
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TALL YOUR NEEDS UNDER ONE ROOF 


WE CARRY A COMPLETE LINE OF: 


Jewelry findings 
we ver Jewelers and Watchmakers tools 
ur Watch cases and dials 
Catalog Spring rings & sister hooks 
* Ring guards 
zs Ear Wires, Sterling or Gold 
Our Prices Sterling charms 
fre A full line of jewelry 


- Polishing materials 
Right Leather & metal watch attch'ts. 





M. HARRIS, Wholesale Jeweler, 124 Hester St., N.Y. 
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K. NYGAARD 


Feemer! 


wa PARIS 
GENEVA 
NEW YORK 


Plat. Gold, Pall. 
Hland-made & Mfg. Jewelry 
& Watch Cases. Repairs, Set- 
ting, Remodeling. * Model- 
Maker * 
For: Manufacturers, Diamond 
dealers, Retailers, Ete. 

42 Bank St. Waterbury 18, Conn. 




















Seld eniy direct te Retallers | 
WELLS MFG. CO.. ATTLEBORO. MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 


SFYMOUR, CONS, 








va Freight prepaid in 
a athe United States 
A in specified mini- 





A superior polish 
~ made by silver- 
smiths for jewel- & 
ers’ use and resale. F 


REED & BARTON * 





J init 
14 kt. Gold on Sterling and 
STERLING SILVER JEWELRY 
wlollcoMonia-laamicMa-scclll-la: 


W. E. RICHARDS CO. 


ATTLEBORO, MASS. 





FiNE STERLING 
HOLLOWWARE 


and 
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_ed by George W. Clarke. 
that the Strangers, with their niece, 
| Priscilla Andrews of Provincetown, were 
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q The World Series games and the Red 
Sox champs vied sharply with rings and 
watches in Boston jewelry circles last 
month, with a few fortunate ticket 
holders taking in the games, and a far 
greater number of disappointed recip- 
ients of regrets listening in on the radio. 
Among those who received the coveted 
tickets were Henry McGrath of Manar 
& Engstrom, Jewelers Building; Earl 
Wilson of Springfield, Vt.; Arlan Bates 
of Calais, Maine; Robert Swartchild of 
the Chicago firm; and Mrs. Rose Mar- 
Shall of Travis, Farber Company, 
Jewelers Building. 

q Baseball and jewelry came in for an- 
other—not so joyous—mixuy as Mrs. 
Gilbert QOuerbacker of Louisville, Ky., 
sister of Red Sox owner Tom Yawkey, 
reported to police on Oct. 9 that jew- 
elry worth $2,650 had been taken from 
her suite in a Boston hotel. She was 
in Boston with her husband for the 
World Series as Yawkey’s guests. She 
described the jewelry as a diamond and 
emerald platinum ring worth $2,500, 
and a $150 pair of diamond earrings. 


q Still another baseball-jewelry tie-in 
came when Mr. and Mrs. Herbert 
Stranger (Washington Building) were 
headlined in the “Man About Boston” 
column in the Boston Record, conduct- 
It seems 
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visiting the Latin Quarter night club. 
Noting a man at the next table who 
appeared to be very ill, Mrs. Stranger 
proffered aid. It was gratefully ac- 
cepted by none other than _ the 
famed owner of the Red Sox team, 
Tom Yawkey. The promised seats at 
Fenway Park did not materialize—but, 
the Strangers made the headlines. 

q John Perry, Washington Building, 
Boston, has added a considerable re- 
tail line of special hand-made pieces, 
including platinum-mounted diamonds, 
to his repair department. 

q Members of the Boston Jewelers 
Club held their annual meeting at the 
Hotel Gardner on Friday, November 
8, and completed plans for the annual 
banquet which will take place in the 
ballroom of the Hotel Statler on Feb. 
15, 1947. Election of officers also took 
place at the annual meeting, the result 
of which will be noted in the Decem- 
ber issue. 

q Next meeting of the Massachusetts 
and Rhode Island Jewelers Association 
meeting was scheduled for Nov. 13, ac- 
cording to President Robert Abbott, of 
Wood-Abbott Company, Lowell, Mass. 


q Bowling teams of the Boston Jewel- 
ers Bowling League are hitting their 
stride, and the first four nights of roll- 
ing placed the Thomas Long Company 
team well in the lead with 16 games 
won and none lost. This team is cap- 
tained by “Joe” Magnifico, and includes 
“Izzy” Rosenberg, Hugh Brown, Car- 
mine Pastore, and Roy Clark. 

q Alf. Lavasseur of Manchester, N. H., 
spent his fall vacation on a hunting 
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trip in the Maine woods. 


qC. C. Stafford of Stowe, Vt., was a 
recent visitor in Boston jewelry circles, 


q Mrs. F. L. Tibbets, whose husband, 
a retired jewelry of Somersworth, 
N. H., passed away recently, has left 
that city to live in Cleveland, Ohio. 


q Miss Marilyn Chefalo is a new worker 
at the Norling & Bloom Company, 
Washington Building. 


q A special display, “From the Dawn 
of Diamonds,” created by Joseph Cor- 
nell, was shown with the exhibition of 
diamond show pieces at the ‘I'homas 
Long Comany store the entire week of 
Sep. 16. Mr. Cornell's display traced 
the origin of the world’s oldest bridal 
traditions, and among the exquisite 
show pieces were the emerald that’ Em- 
peror Maxmilian gave to Empress 
Eugenie and on which her profile is 
carved; the amethyst diamond drop 
once owned by Anna Held, the famous 
actress; and a 15-carat, light-blue mar- 
quise diamond valued at $100,000. Other 
rare pieces included The Madonna, 
made of mother-of-pearl; an amber and 
gold singing bird box, the bird being 
of real feathers and its song a perfect 
reproduction of a bird call; and a gold 
and enamel tear box from the 18th cen- 
tury French. The exhibit was widely 
advertised and attracted thousands to 
the Long store. 


q Mr. and Mrs. M. A. Noury of Man- 
chester, N. H., attended the Lions in- 
ternational convention in Sherbrooke, 
Quebec, recently. 

q Fred Kingsman, formerly located in 
the Washington Building, Boston, open- 
ed a new jewelry store in Peterborough, 
N. H., on November l. 


q For the first time in years, R. W. 
Nathan, time-honored “mayor” of the 
3rd Floor, Washington Building, is to 
be opposed for re-election this fall—an 
event which coincides with the regular 
city elections. His opponent is none 
other than Bernie Smith of Smith & 
Zaff—just off the third floor corridor in 
the adjacent Jewelers Building. R. W.’s 
not a bit worried. 
q Roger Dumont, Brockton, Mass., 
jeweler, is back in his store after an 
absence of several weeks due to an oper- 
ation on his knee. 

q.C. C. Trask, 708 Washington Build- 
ing, spent his October vacation at At- 
lantic City. 

q “Something new has been added” to 
the door of Harry Heller, Inc., 706 
Washington Building—the names of two 
new members of the firm, Henry A. 
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Sanders, Jr., and Leon Heller, the lat- 
ter a son of Harry. 

4 New fluorescent lighting fixtures have 
been added to brighten up Room 702 
in the Washington Bldg., occupied by 
J. M. Michelin, jeweler; M. Wolf, dia- 
mond setter; and Samuel Hershoff, 


watchmaker. 
4 George Fishstein, recently discharged 
from the Army, and previously with 
Goldland Jewelry Company, Washing- 
ton Building, has been named manager 
of one of Goldland’s western stores. 
George De Scenza, son of Edward, 
and Fred De Scenza, son of Alfred, 
have joined the De Scenza_ Brothers’ 
firm in the Washington Building. Fred 
aduated recently from the Gemolog- 
ical Institute, Los Ange:es, Cal. 
4 Henry P. Reeney of Lowell has 
moved from his old location at 53 Cen- 
tral Street a few doors along the street 
to No. 65. 
4 Miss Lillian Milane has joined the 
Swartchild & Company, Washington 
Bldg., branch as a clerk. 
4 Miss Gertrude Coughlin of the J. and 
§. S. DeYoung Company, Washington 
Bldg.. was married on Oct. 12 to James 
V. Lawlor. -After her honeymoon, she 
will be back at the DeYoung company. 


4 Henry J. Solomon of Room _ 300, 
Washington Building, incorporated un- 
der that name on Oct. 1. 


4 J. L. Landsman and Son, jewelers in 
Room 4389, Providence Building, moved 
to Room 805 in the same building on 
Nov. 1. H. TT. Gainsboro, dealer in 
rings, who shared the Room 439 quar- 
ters is enlarging his space and redec- 
orating. 

4 Two new employees have recently 
joined Church & Cumpany in their new 
quarters on Winter Street—Henry P. 
Schmidt, formerly with A. Schmidt & 
Son, and Miss Betty Kalenderian. 


4 According to a joint statement is- 
sued by I. E. Boucher, vice-president 
and manager of the Waltham Watch 
‘Company, and Walter W. Cenerazzo, 
president of the American Watch 
Workers Union, the 2,200 production 
and maintenance employees of the 
Waltham Watch Company covered by 
union contract have, been granted wage 
increases of 10 cents an hour, effective 
Sept. 3. 

4 Probably one of the most distin- 
guished emblems designed by Dorrety 
of Boston, Washington Building for 
half a century, is the 50-year button 
which marks that length of time in 
business. The emblem appears on the 
ri green and guild letterheads of the 
rm. 


4 Earl Christi has purchased a half in- 
terest in the William A. Grono jewelry 
store in Fast Milton, Mass., and has 
gone into partnership there with Mrs. 
‘Grono who continues to handle _ the 
jewelry end of the business. Mr. Chris- 
tie will handle the watch repairing. 


q Henry Smith, for 53 years in busi- 
ness in the Washington Building, and 
who retired some time ago, is seriously 
ill at the Carney Hospital, City Point, 
South Boston. After his retirement 
from the trade, he made his home in 
Woburn, Mass. 


4 Miss Rose Marino, popular member 
of the Marino dance team witch enter- 
tained the Mass.-R. I. jewelers at their 
outing this summer in Swampscott, has 
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joined her uncle, Patrick Marino, in 
the Washington Building, as a_ part- 
time worker. 

q Staffed with expert watchmakers, a 
school to teach watchmaking and _ re- 
pair work to amputees and similarly 
disabled veterans was opened on Oct. 9 
by the Massachusettss Trade Shop 
Schools. Twenty veterans are enrolled 
in the course, which will last 68 weeks, 
or two school years. The school is be- 
lieved by Julian B. Gouse, President 
of the School, to be the only one of its 
kind in New England. Ultimately, he 
said, the school expects to accommo- 
date approximately 400 handicapped 
veterans in the watchmaking course. 
q Work is underway at the new ‘Taun- 
ton subsidiary of the Foster Metal Prod- 





ucts Company of Attleboro. The new 
unit, known as Bristol Jewelry, Inc., will 
manufacture men’s and women’s watch 
bracelets and allied products. Gerald 
Corrigan of Attleboro has been named 
plant manager of the Taunton unit. 

q Reuben Karten and Israel Karten, op- 
erators of New England Gold Buyers, 
Providence, were fined $100 and costs 
each as they pleaded nolo to charges 
of receiving stulen goods. They were 
accused of receiving gold valued at more 
than $1700, which a former employe of 
Ostby and Barton Company had stolen 
from that firm. The prosecuting attor- 
ney, suggesting fines, said that the $974 
which the Kartens paid for the gold 
and much of the gold itself has been re- 

(Please turn to page 402) 








convenient, 


available source of supply for the merehandise of the 


following manufacturers most of whom currently 
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Alsan Wedding Ring Mfg. Co. 

Alpco & Company 

Adams Watch Inc. 

Atlantic Novelty Jewelry Co. 

Anderson Tool & Die Works 

Bal Ron Co., Inc. 

S. O. Bigney Co. 

Nino Bisso 

D. F. Briggs Co. 

Budlong Dorcherty & 
Armstrong Co. 

Bugbee & Niles Co. 

Catamore Jewelry Co. 


Cheever Tweedy & Co., Inc. 
Colonial-Bead Co., Inc. 
Dominant, Inc. 

Fidea Watch Co. 

Forstner Chain Corporation 
Gemex Company 

William L. Gilbert Clock Corp 
Hadley Co. 

Walter E. Hayward 
Kestenman Bros. Mfg. Co 
Lonville Watch Co. 

Leather Specialty Co. 
Lewitt Bros. 

Mercurio Bros. 


Opalite, Inc. 

Pitman & Keeler, Inc. 
Schaeffers, Inc. 
Schwob Watch Co. 
R. F. Simmons Co. 
Speidel Corporation 
Louis Stern Co. 

J. F Sturdys Sons 
Ronson Art Metal Works Inc. 
True Kay Mfg. Co. 
Van Dell Co. 

A. Saver & Co. 
Zippo Mfg. Co. 











THREE EIGHTY SEVEN WASHINGTON 
BOSTON 


HERBERT W. STRANGER CO. 


MASSACHUSETTS 


STREET 





395 








































rinress 


Diamonds 
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1. EXCELLENT VALUE 
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Rings and Ensembles 
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Baltimore 1, Md. 
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q Returning to the production of sil- 
verware on a broadened scale is the 
A. G. Schultz Co., silversmiths, 423 Lom- 
bard St., Baltimore. Max S. Wolfe, 
president, reports the installation of 
new equipment, including a new silver 
and copper plating process which is 
said to produce a much smoother sur- 
face than old methods. 


q The entire staff of the Hennegen- 
Bates Jewelry Co., Baltimore retailers, 
attended a get-together dinner at the 
Southern Hotel on October 1. The event 
was arranged to promote closer rela- 
tions between staff and management 
and also marked the start of store re- 
modeling. 


q The U. S. Jewelry Co., Baltimore 
wholesale house, announces the retire- 
ment of Louis Kaplan after thirty 
years in the business. Harry Baumohl 
remains the head of the firm. 

qC. H. Haigh of Pinehurst, North 
Carolina recently returned from a five- 
year stint in the army and he brought 
with him a Scottish bride whose father 
is one of the foremost jewelry design- 
ers in Scotland. Mr. Haigh is both a 
retailer and distributor, handling four 
exclusive import lines. 

q C. B. Marshall has purchased the 
Thigpen Watch Shop at 261 Atlantic 
Blvd., Atlantic Beach, Fla. The store 
will be known as Marshall’s Jewelers. 
Mr. Marshall was formerly located at 
931 Noble Street, Anniston, Alabama. 
q The firm of Mueller & Rosson of 
Washington, D. C. has been dissolved 
as of October 1. All debts and obli- 
gations previous to October 1 will be 
assumed by Alfred F. Mueller, accord- 
ing to a recent announcement. The 
jewelry store’s new location is 1810 
Adams Mill Road, N.W. 

q A Southwestern branch of the Inter- 
national Silver Company was opened on 
the tenth floor of the Southland Bank 
Building on October 14. In charge is 
Lee Novat, who will serve Kansas, Okla- 
homa and Texas. | 

q Heedless of startled pedestrians, a 
window smasher on Thursday, October 
3, broke a show case in front of the 
Waldmeir Watch Shop on Ryan Street, 
in Lake Charles, La., scooped up a hand- 
ful of watches, rings and jewelry, and 
fled down the street. Police recovered 
some of the items that he dropped— 
but not the thief. 

q The Scheaffer Jewelry Company has 
moved into its new and larger quarters 
iq 727 Commerce Street, New Orleans, 
q Meyer’s Jewelry Store has opened a 
jewelry department in the Sander’s Shoe 
Store, 139 Baronne Street, New Orleans, 
for the convenience of its downtown 
customers. The firm has been located 
at 1233 Decatur Street for a period of 
94 years. 

q One of the finest retail jewelry stores 
in Houston, Texas, is planned by Corri- 
gan’s, which has just closed a long-term 
lease in the new City National Bank 
Building, according to Leon Davis, man- 
ager. Corrigan’s will occupy two floors 
at one corner of the building—main 
floor and basement—with a corner lobby 
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entrance providing ample window dig. 
play space, and many unusual features, 
including a glass aluminum Stairway 
to the basement departments. 

q White Brothers, well-known New Or. 
leans jewelers, have opened their first 
branch “community center” store at 
8133 Gentilly Boulevard, it has been 
announced. 

q Brodkey’s, Jewelers, which has been 
located for the past ten years at 4}0 
Starr Street, Corpus Christi, Texas, has 
moved into its new home at the corner 
of Chaparral and Lawrence Streets, A 
new gift department has been added and 
other departments enlarged in the new 
store, which is owned and managed by 
Robrt R. Brodkey. 

q The name of the Johnson-Wood 
Jewelry Company of Del Rio, Tex., has 
been changed to the Wood Jewelry Com- 
pany. 

q The Houston store of the Kruger 
Jewelry Company, which was opened 
some months ago, has been chartered 
with a capital stock of $100,000. In- 
corporators are Aaron Kruger, Sidney 
S. Smith and Harry Follader. 

q The Houston School of Horology has 
been chartered with a capital stock of 
$10,000. 


Japanese Concentrating on 
High Quality Goods in Pottery 
Field, Says U. S. Officials 


The Japanese are reviving their pot- 
tery industries in the quality rather than 
the low-price field, according to U. S. 
Commercial Corporation officials. 

Lack of coal and other materials pro- 
hibits mass production. Consequently, 
companies are more interested in art 
craft china, to which American plants 
also converted. The Japanese plan to 
invade the American market with this 
type of goods and U. S. Commercial 
next month will exhibit Japanese prod- 
ucts in New York City. Orders will be 
taken for indefinite delivery dates from 
importers. 
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The Sansom Street Business Men’s 
Association is in the process of reor- 
ganizing to take full advantage of in- 
creasing activity in this post-war era, 
it was learned from Mr. Pitkin of George 
Mayer & Co., president. 

q Edith Worthington will soon take over 
the duties of buyer of jewelry at Straw- 
bridge & Clothier Dept. Store, 8th and 
Market Sts., Phila. She is now working 
along with Miss Fox, the retiring 
buyer. 

q Victor Hagerstrom is now buyer of 
jewelry at John Wanamaker, having 
succeeded the retired Mr. Maschuch. 
Mr. Hagerstron was formerly with B. 
Altman and Co. The clock department 
which had been greatly reduced in size 
during the war, is now being re-en- 
larged. A spokesman for John Wana- 
maker said, “We hope to have one of 


the finest clock departments in the. 


United States, very soon.” 

q Herbert’s Jewelry Store of 104 South 
18th Street, has opened a new branch 
at 112 South 52nd Street, West Phila- 
delphia, managed by Mr. Allan Blumen- 
thal. 

q About 1 P.M. in the afternoon of 
October 3 a colored man 6 ft. 2 in. 
tall, weighing 225 Ibs. entered Green- 
berg’s Jewelry Store, 218 South 52nd 
Street and asked to see a tray of 
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watches in the show case. Mr. Green- 
berg obligingly removed the tray and 
placed it on the counter, then looked 
back at some other jewelry to which 
the young man pointed. While his back 
was turned the man grabbed a watch 
and ran out. He then visited Herbert’s 
and repeated the process, then went 
to Pinkstone’s, 140 S. 52, where he 
dropped the case of one watch in the 
umbrella rack and tried unsucessfully 
to divert the attention of Mr. Richard 
Pinkstone, co-owner of the store. Mr. 
Pinkstone recognized his actions as 
suspicious. Three days later the same 
man returned to Pinkstone’s with an- 
other young colored man. In the mean- 
time, the Pinkstone’s had heard the 
rest of the story and found the watch 
box. They recognized him as he came 
in and Richard Pinkstone kept the two 
men occupied while Mr. William Pink- 
stone telephoned the police. They were 
taken to the police station at 55 & Pine 
Streets and the jewelers report that the 
one who had performed the previous 
thefts confessed; the other was released. 
Police would not divulge the names of 
the men who are awaiting trial. Both 
jewelers expect to regain their lost mer- 
chandise as soon as the trial is over; 
it has been found in local pawn shops 
and the tickets were found in the posses- 
sion of the man who confessed. 





Fashion Show Points Up 
Dramatic Effect of Antique 
Jewelry Combined with Modern 


Rare pieces of antique jewelry shares 
the spotlight with Powers models and 
Broadway actresses during the “Coun- 
try Antique Fair” in Gimbel’s audito- 
rium in Philadelphia. 


Capacity audiences were present daily 
for the entire week of the exhibition, 
which was arranged by the jewelry de- 
partment of Gimbel’s for the benefit 
of the Cancer Fund Drive. S. Jay 
Kaufman, theatrical producer and jour- 
nalist, who conceived the idea for the 
show, was master of ceremonies. 

Using an ingenious method of pre- 
senting the jewelry, Mr. Kaufman in- 
troduced the actresses, who wore the 
brilliant antique jewels against an old- 
fashioned costume taken from stage 
wardrobes of yesteryears. The jewelry 
was then transferred to a_ twentieth 
century showcase personified by one 
of the Powers’ models, garbed in the 
smartest modern styles. 


Mr. Kaufman pointed out that 
antique jewelry against a background 
of modern dress gave a striking effect 
and added a touch of glamor to any 
costume. 


“Young ladies of today, as you see, 
can improve their appearance by wear- 
ing jewels of yesterday if the jewels 
are properly worn. You have seen 
how the antique jewelry has helped 
these young people to appear more 
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exotic. How it has glamorized their 
appearance quite as much as their 
coiffures or costumes. One need not be 
elderly or old-fashioned to wear 
antique jewelry becomingly,” he said. 
Calling attention to the hundreds of 
bracelets, necklaces and rings on dis- 


‘ play in the show cases, Mr. Kaufman 


told the audience that the price for 
antique jewelry was not—as many peo- 
ple seem to believe—out of range for 
all but the higher income brackets. 


Jewelry on display was furnished by 
individual dealers. Old-fashioned dress- 
es worn by the actress models were 
from the Dazian collection in New 
York. 





Philadelphia Horology College 
Approved Under Gl Bill;. Enrollment 
To Reach 200 Students: 


The Philadelphia College of Horology, 
located at Broad and Somerset streets, 
has been approved under the GI Bill 
of Rights for training ex-servicemen in 
watchmaking and engraving. 

When classes are organized the col- 
lege will have 200 students attending 
the 18-month watchmaking course and 
the two-year and two-month watchmak- 
ing and engraving course. 

Due to crowded conditions, evening 
classes will not be conducted this semis- 
ter, according to an announcement by Ar- 
thur T. Johnson, head of the institution. 
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JOBBERS EXPORTERS 


CROWN CABINETS 


Containing 48 popular numbers of 
Gold Filled Wrist Watch Crowns. 
Yellow, White and Pink including 
Water Proof. $22.50 per Cabinet. 
Also special Cabinets made with 
Staffs, Stems, Jump Rings and 
Spring Rings. 


Globe Horological Center 
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Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


‘Broad and Somerset Streets 
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q There was a large attendance at the 
October dinner meeting of the Chicago 
Credit Jewelers Association at the 
Standard Club on October 2 and those 
who attended listened to some straight 
talk on the jewelry business. President 
Phil Martin introduced Warren Piper, 
nationally known jewelry and gem au- 
thority, who discussed the “assets” and 
“liabilities,” in other words the helpful 
and destructive practices in the indus- 
try, particularly in Chicago. He point- 
ed out that the honeymoon would soon 
be over and cautioned them to put their 
house in order if they wish to survive. 
While his remarks were severe at times 
the applause of approval which he con- 
cluded indicated appreciation of his re- 
marks and the discussion which fol- 
lowed showed a desire to work along 
the lines suggested. At the business 
session which followed a short recess, 
routine matters were disposed of and 
Executive Secretary Ben Sacks pre- 
sented applications for new member- 
ships. Sol Levinson, formerly of Marks 
Bros., and Sidney Yampolski, formerly 
of Lee’s Jewelry Co., operating as 
Manhattan Jewelers at 837 E. Van 
Buren; Vic Siegel, formerly of Sher’s 
Jewelry, operating Scott’s Jewelry, Inc., 
854 E. 63rd St., and Herman Schnoff, 
Dale Jewelers, 15 W. Washington St., 
were elected to membership. 












CHICAGO 


q Wolf Bros., Jewelry Inc., of 111 y 
Wabash Ave., Chicago, recently opened 
an additional store with all modery 
equipment at 36 N. Dearborn St, 

q The Park Sherman Company, (Chi. 
cago, makers of the Park Cigarette 
Lighters, have announced the appoint. 
ment of Frank Broida as their East. 
ern representative. Mr. Broida’s offices 
will be in room 810 at 23 East 2¢6t) 
Street, New York City, New York, 

q Axel B. Paulsen, well known many. 
facturers’ representative made his 
maiden trip to Denver, Salt Lake City 
and all the Pacific Coast territory last 
month with the jewelry line of O, §, 
D’Avignon Co., North Attleboro. 

q Alberta Beraha, owner of Pacific Gem 
Co., Shanghai, China, which specializes 
in tiger-eye stones, visited his Ameri- 
can distributors, J. Arthur Rogers & 
Son of Strat-O-Line Ring Co., in Chi- 
cago last month. Before returning home 


‘he will visit cities of the East and also 


England and France. 


q Mrs. Robert Bradshaw plans to leave 
Stein & Ellbogen Company in the near 
future, to join her soldier husband in 
Wiesbaden, Germany. 


q Mr. Joseph Grobl, who served over- 
seas in the army, has left to work in 
the retail jewelry business in Aurora, 
Illinois. 





SILVER TOKEN 











W. K. Wallace (left), chief engineer of the London, Midland and Scottish Railway, present. 
ing to Roy B. White, president of the Baltimore and Ohio Railroad, a pair of gadroon and 
beaded sterling silver entree dishes weighing 114 ounces and hallmarked in 1816 by Ben- 
jamin Smith, famous English silversmith. The gift was a token of appreciation from the 
London, Midland and Scottish Railway to the B&O for its handling of thé Coronation Scot 
train while in this country. The train, recently sent back to England, was shipped to the U. S. 
for the New York World's Fair in 1939, and was stranded here by the outbreak of the war. 
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Gaps in Social Security Program Should Be Filled Soon, JEWELERS SPECIAL SAWDUST 
G. B. Hammond Tells Meeting of Retail Federation Heads It's Hand Screened, Vacuum Cleaned— 





























Gaps in the present social security tors to —_ larger and larger benefit meee her I cea =_ Sizes 
program must be filled if it is to do a | programs: 25 Ibs. costs 16¢ per Ib. 109 Ibs. cost 8¢ per Ib. 
reasonably practical job of providing He described the cash-payment plan 50 ibs. costs 10¢ per Ib. 500 Ibs. or more 6¢ per Ib. 
age insurance for the nation’s wage for non-industrial disability now in Orders for $5 or less to be accompanied 
earners. force in Rhode Island and California - i one ee 

So declared George B. Hammond of where loss of wages due to illness or ne pin Fo wae = Beemeh Pr ron 
the Ohio Council of Retail Merchants accident not connected with employment from Stock. 
at the annual meeting of State Associa- is compensated out of a payroll tax. Serving the Jewelry and Kindred 
tion Executives and Trustees of the Other states, he said, can expect pres- Industries over 30 years. 
American Retail Federation at the Stat- = for the establishment of similar N ATIONAL SAWDUST cO., INC. 
ler Hotel recently. ; ; = 60 NORTH 6th ST. BROOKLYN 11, N. Y. 

Speaking on the subject “Trends in 
Social Security,” Mr. Hammond analyzed SANE LAWS NEEDED " 
the program from the viewpoint of its Summarizing his recommendations to 
impact on retailing and the interest re- State Retail Associations, Mr. Ham- DE ARL 
tailers must take in helping make it mond concluded: 
effective. “1, We should take more interest in 

Declaring that the present 1 per cent State and Federal legislation affecting STRI NG i NG 
old gt oe a is es a the so-called ‘welfare’ side of social 
low,” Mr. Hammond said, e sha security. While our tax interest may F F 
be remiss in our obligations as repre- not appear so direct, the tax dollars Best in the midwest for 
sentatives of a progressive craft if we for this part of the program have just workmanship and service 
oO att any ee" oe eign a as many cents as those our stores pay 
EEE for unemployment compensation and 
situation. old-age and survivors insurance. M LANGE Co. 

“2. We must continue to insist that 
TWO IMPORTANT FACTORS a Ppa 425 W. WRIGHT STREET 
our legislators adopt sane and sensible sienna ie 

According to Mr. Hammond the trend ideas in unemployment compensation o Wheeensia 
in social security grants will continue and that they ig ogg te yr 
upward at about the same rate of in- sound proposals to liberalize further yo _ 
crease as the general price level. New our state laws. We should demand that THE PATHWAY TO SUCCESS” 
problems may be expected, he indicated, our laws contain sound ‘spelled-out’ 

“when prices seek their own level under work tests and that this determination 
the natural law of supply and de- should not be left to administrative 
mand.” bodies. We might very well initiate or 


support a movement for tax reduction 
in this important field of payroll tax- 
ation. We ought, of course, maintain 
a strong resistance to federalization of 


Asserting that too high unemployment 
benefits “discourage individual initiative 
and enterprise,” he warned that the up- 
ward trend in unemployment taxes will 
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continue unless two factors begin to this program, remembering that fed- As 
operate. eralization means the loss of employer 
“ " merit rating. WATCHWORK—STONE SETTING 
First, those in public life, and in fa JEWELRY—ENGRAVING 
fact every citizen, must learn the ele- 3. We must examine very carefully BRADLEY POLYTECHNIC INSTITUTE 
mental economic fact that unemploy- any proposal that our state legislatures SCHOOL OF HOROLOGY 
ment benefits are no substiture for enact any kind of law calling for cash Dept. C Peoria, Ill. 
wages, neither eounassieatt oliticall payments for non-industrial accident 
morally sn. suai y> Pp y, or sickness, and we ought to view with - STAR GARNETS 
“Second y- special care any proposal that such a OF the belt Thaagg eogge ogee ae 
. econd, people like you and I must program be made an adjunct to our seen ata ‘Oveted ~ rear ’ 
— our hang-dog, defensive attitude | unemployment compensation system, and CRYSTAL SPECIMENS of all kinds for window 
: ve so-called social progress’ and “4 As secretaries of State Retail display. Free price lis?. 
sist_ upon a practical business ap- Associations, we have come to the point Vv. D. HILL 
proach to this problem.” . Complete Gem & Mineral Establishment 
where we dare no longer resist increase R#7, Box CD Solem, Oregon 
Mr. Hammond pointed out that “in in the old-age and survivors insurance : ; 
all but a few states the unemployment tax, purely from the standpoint of ‘a 
reserve fund is tremendously, danger- penny saved is a penny earned.’ ” 


ously large. In most states it is suffi- 
cient to meet any conceivable drain. 


Why, then,” he asked, “should we con- Gold Production U S S.WABASH AVE. CHICAGOILL. 
tinue to pile up these huge surpluses . FOGUGHION Vp 


as an invitation to vote-minded legis- For Seven Months W 
rae va Gold production in Canada in July USED AICH 
was 239,554 fine ounces, compared with ivi ATERI ALS 


234,383 in the preceding month and 
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HONEY COLORED 210,209 in the corresponding month of 
eek yun apie USED MOVEMENTS 1 
eae 
With a generally higher level indi- Goed Dials 2 
BL ACK ONYX cated in each of the first seven months ar ns Fo 
of the current year, the total for the 7J,$2.50—15),83.5¢ | THE PRICE OF 
cumulative period rose to 1,667,799 fine i Size Hunting, NEW MATERIALS 
Special Ord ounces from 1,537,918 in the similar “ae are 
a raers Welcomed period of last year. The value of pro- Se Or cea ae 
el duction in July this year was $5,384, Elgin, Waltham . , 
er Large or Small — y y $s ra.3%-80-~ 165,42. f y al “watches. 
ze n, : 
J Quebec and British Columbia were tham, Hunting what you want! All 
UCHEM BROTHERS the lonely two producing areas to reg- 7.0 “a ‘aaa Guoranteed! Remit 
315 W. 5th St. ister decreased output for the first seven 6J.$2.00—18).$2.50 | °™” H sotistactory. 
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Los Angeles 13, Calif. months of 1945, compared with the 
| same month of last year. 
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PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNAT 

















Harry Greenwold Co. 


The House of Quality and Service 
18 WEST 7th STREET, CINCINNATI, GHIO 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


HAMILTON WATCHES (Zones 7 and 8) 

Lines of quality and style that give you pro- 

tected profit. You can recommend these lines 
to your customers with confidence. 








WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
mit a design without 
obligation. 


THE SCHUMER BROTHERS C0. 


Manufacturing Jewelers 
5 E. Third St. Cincinnati, Ohio 








DIAMOND-CUTTING 


EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincinnats, Ohio 








KLEIN BROTHERS 
COMPANY 


WHOLESALE JEWELERS 


ENQUIRER BLDC. CINCINNATI, O. 
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q Joseph Sharp formerly with the Frank 
Herschede Co. is now associated with 
Lang Jeweler, Arcade and Vine St. as 
salesman. 

q The annual picnic of the Gerwe Brown 
Co. was held Saturday, Sept. 21 at 
Alms Park. Jack Armacost excelled in 
the horseshoe pitching and Walter 
Bleska and Jack Smith divided honors 
in a drinking contest. The day was 
spent in engaging in various other 
games and a wonderful time was had 
by all. 

q The Town Crier Luncheon held Sept. 
26 reached a low in attendance with 


only a meager six members present. 


Those there decided the rest were on a 
diet. 

q George Kleier, Cheviot jeweler who 
bowls in the Cheviot, Ohio league, re- 
cently came near making a perfect score. 
George bowled nine straight strikes 
and finally broke in the tenth frame, 
finishing with a 270 score. 

q Laura Metz, bookkeeper with the 
Gerwe Brown Co. for a great many 
years, having been retired three years 
ago, celebrated her seventy-fifth birth- 
day anniversary Sept. 29. Miss Metz, 
who resides in Hyde Park, had as her 
guests a few of her old-time friends and 
business associates. 

q Emmet Fitzpatrick and Jack Gerwe 
of the Gerwe Brown Co.,_ recently 
arrived home from successful business 
trips. William “Bill” Owen of the same 
firm is also home for a week with his 
wife Sue. “Bill” is really showing re- 
markable signs of what good salesman- 
ship can do in the sunny South. 

q Maury and John Gerwe of the Gerwe 
Brown Co. recently spent three weeks 
in the East on a buying trip. 

q Julius Courtois representing Gerwe 
Brown in East Texas and Louisiana 
recently, is home revamping his business 
trips. Courtois reports business is fine 
in his territory. 

q Martha Dannhauer, of the Gerwe 
Brown Co., who through an accident 
injured her arm, is up and around again 
and is back on the job. 

q Visitors in town recently included 
Fred Lounsbury, Community Silver Co.; 
Pat Patrick, Chicago; Earl Lohr, Hamil- 
ton Watch Co. 


q Al Gebhardt, president of the Town 
Criers, recently came home from a suc- 
cessful trip and chatted with the boys. 


q A. J. Simon, Cheviot, Ohio, jeweler 
has added to his jewelry and gift shop 
a greeting card and miscellaneous card 
department. 


q I. B. Goodman of the I. B. Good- 
man Co., suffered a heart attack and 
was taken to the hospital where he is 
convalescing. 


q Since Percy Lucas’ operation, Bob 
Stocker of Rosfelder Bros., has taken 
over his territory for him. His territory 
included Indiana and Michigan. 


q Julius Jacobs, Sr., returned from Cape 
May, N. J., where he spent a pleasant 
vacation. 


q Edwin B. Jacobs took his vacation 


CINCINNATI] | 


in Maine when Julius Jacobs returned, 


q Adelbert Krone, jeweler in Oakley 
had a double wedding in his family— 
his two sons getting married within 
twelve days of each other. On Aug, 
20 Miss Frances L. Voris of Litchfield, 
Minn. became the bride of Robert RB. 
Krone in a ceremony at Mariemont 
Community Church. Mr. Paul yw, 
Krone’s marriage to Miss Gebhardt, 
was an event of Aug. 81 in St. Pay) 
Evangelical Protestant Church. Each 
was best man at the others wedding 
and both are going to reside in the - 
same neighborhood. 


q Baber Jewelry, Inc., 801 South Cal- 
houn St., Fort Wayne, Ind., has been 
incorporated to engage in the wholesal- 
ing and retailing of all types of mer- 
chandise. Incorporators of the firm, 
which is capitalized at 1,000 shares of 
no-par value stock, are: Weissell J, 
Baber, Peru, Ind., S. Eugene Smith, 
John Habecker, Herbert Schmoe, and 
Roger D. Baber, all of Fort Wayne. 
Baber Jewelry Store has been in busi- 
ness for several years. 


q The Brenner Jewelry Store, Youngs- 
town, O., has changed from a proprietor- 
ship to a corporation, with $25,000 au- 
thorized capital. The only change is 
the store’s financial structure, Corpora- 
tion is known as Raymond Brenner, Inc. 
Eighty-three former servicemen and 
two former WACS are attending a 
jewelers’ school opened in New Castle, 
Pa., in the old W. N. Aiken School 
Building. 
q Milton Klivans, of Milton’s Jewelers, 
has been elected president of the Jewel- 
ers Association of Youngstown, O. Other 
newly-elected officers include Sam Levy, 
of Best Jewelry Co., vice president; 
Herman Levy, of Castle Jewelry Co. 
secretary; and Robert Pugh, of Pugh 
Bros. Jewelers, treasurer. Directors 
elected are Raymond Brenner, Harold 
Klivans, Peter Kurjan, Mark Perelman, 
and Charles Schmutz. Carl M. Wolter 
is executive secretary. 


4 The Lobby Jewelers, formerly: located 
at 820 South Clinton St., Fort Wayne, 
Ind., has moved to 106 West Berry St, 
that city, Lou J. Meyers and Wilbur 
Zweig, both war veterans, are co-owners. 
Custom-built display cases have been in- 
stalled and the store has been completely 
redecorated. 














DISTINCTIVE 
JEWELRY 
WATCHES 


DIAMONDS 
THE D. JACOBS SONS CO. 


Wholesale Jewelers 
811-13 RACE STREET 
CINCINNATI 2, OHIO 
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The West Coast 


——_————————swwmus 
rank and Amy Phillips, who operate 
+ Phillips Jewelry Store at 439 W. 
6th St., San Pedro, have just opened a 
beautiful branch at 412 American Ave.; 
Beach. 
“Dovid Unger, who started the Dav- 
ids Jewelers last year at 123 E. Ocean 
Ave. Long Beach, has remodeled the 
interior of th store with marble effects. 
q Leonard L. Curson has bought the 
Hoving Jewelry Store at 319 Brand 
Bivd., Glendale, and has changed the 
name to Carson Jewelers, Carson was 
previously with Birks Jewelry Co. of 
Los Angeles. 
q J. Ivan Berry, who was with Walton 
& Co., Pasadena, for 25 years, is now 
owner of his own retail jewelry store 
at 4835 Degnan Blvd., Los Angeles. 

Ben Kerman and Joseph Morillo have 
bought the jewelry store formerly 
owned by W. D. Smith at 5518 Holly- 
wood Blvd. in Hollywood. Both Kerman 
and Morillo were doing instrument work 
at the Los Angeles Airport during the 
war. 

D. L. Ginder is now proprietor of 
the Moon’s Jewelry Co. at 707 South 
Broadway, Los Angeles. During the 
war Ginder was with the Naval Ordi- 
nance testing station at Inyo, Kern 
County. 

q Max Nadclle has opened a jewelry 
store at 425 W. 5th St., Los Angeles, 
under the name of Nadelle’s Credit 
Jewelers. Tle was formerly located at 
426 W. 8th St. Ilis son, Dave, recently 
returned from the Air Force, has been 
taken into the business. 

q.S. Judd has bought the jewelry store 
at 5502/2 Hollywood Blvd., Hollywood, 
and changed the name to Judd'‘s Jewel- 
ers. Judd has some 10 yearss’ local re- 
tail jewelry experience to his credit. 

q Walter Stark, former associate of 
Norbert & Woffert Jewelers, has his 
own jewelry store at 6268 Van Nuys 
Bivd., Van Nuys. The previous part- 
nership was dissolved April, 1946, 

q Joseph A. Lipton has opened a mod- 
ern jewelry store at 8718 W. Pico Blvd., 
Los Angeles. He has been in the retail 
jewelry business in Los Angeles for the 


past decade. 
q Irving Gold, Nathan Gold and 
have opened Bond's 





Thomas Kivel 
Credit Jewelers in the store previously 
occupied by Gensler-Lee at Fifth and 
Broadway, Los Angeles. This firm also 
operates jewelry stores in Oxnard, Gien- 
dale and Riverside. Tom Rose is mana- 


ger of the new downtown Los Angeles 
store. 











| WHITESTONE RINGS: 
FOR MEN Sas 


IN 
Sterling Silver | 
Massive, solid mount- {% 
Ing with a sparkling 
white “Dentelle."' In 
Solid Sterling Silver or 






14K Gold Plate over = 
Sterling. Sold only in 
wholesale lots — one $12.00 per dozen 


dozen or more. 

We invite inquiries on exact duplication of 
any type jewelry, gold or silver, in either 
large or small job lots. 


THE JEWEL BOX 


1! N. High St. Columbus 15, Ohio 
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q Earl O’Berman, formerly of Peoria, 
Ill., now has his retail jewelry store at 
5527 Hollywood Blvd., Hollywood, un- 
der the name of Loyd'’s Jewelry. 
O’Berman was in the service five years 
before opening this store. 

4 Martin Kirschner and Jack Forster 
have bought Stan’s Jewelry Store at 
1776 E. 103rd St., Los Angeles and 
changed the name to Lane Jewelry 
Store. 

q George Schmidt, manufacturing jewel- 
er, has moved from 424 South Broad- 
way to his own building at 716 E. 14th 
St., Los Angeles. 

q Orville H. Ashley is owner of a new 
jewelry store at 520 W. Main St., Al- 
hambra. 





lowa Convention 
(From page 379) 


Association’s “entire support to the 
American National Retail 
Association” and “recognized the splen- 
did work done by President Clifford I. 
Josephson, Jr.” 

Wallace G. Boyson, Cedar Rapids, 
was named president of the Jewelers 


ROBERT PRASTKA 





Association. He previously served as 
secretary-treasurer in 1940 and 1942 and 
just 25 years ago his father, Adolph, 
was elected president of the state asso- 
ciation. 

Charles E. Blanchard, Mason City, 
was named vice-president. Bob Prastka 
was re-elected secrctary-treasurer. Mark 


Cc. S. BLANCHARD 





Swacina, Marshalltown and Cliff Collins, 
Waterloo, were elected for one and 
two-year terms respectively as directors. 

Elected for three-year terms as di- 
rectors were: George Kyseth, Clarion; 
Walter Rossman, Manchester and Wil- 
liam Herteen, Iowa City. 

Cedar Rapids, Ia., was chosen for 
the 1947 convention. 

All officers of the Horological Asso- 
ciation we ‘e re-elected. They are: T. O. 
Dilges, Fort Dodge, president; O. O. 
Jones, Sioux City, vice-president; G. Y. 
Swartzendruber Cedar Rapids, secretary 
and treasurer and Ralph Wicker, Fort 
Dodge, national trustee. 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


sie «LIBERTY AVE. PITTSBURGH 








ATTENTION ... 


@ We offer our services to 
firms who wish to sell in 
Canada. 


@ Distribution from Coast 
to Coast. 


@ Inquiries invited from 
manufacturers of exclu- 
sive lines. 


M. DAVIDOVITCH 
& SONS, LTD. 


359 ST. JAMES STREET W. 
MONTREAL, QUE. 














ROSFELDER 


BROS. AND CO. 
MANUFACTURERS 


Special Order Work 


413 RACE ST. 
CINCINNATI 2, OHIO 











CHAS. ASCHERMAN 
AND COMPANY 


Wholesale Jewelers 
GENTS’ GENUINE HEMATITE 
RINGS $11.25 to $30.00 


503-7 Hippodrome Bidg. 
CLEVELAND 14, OHIO 
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IMPORTED 
China and Glass 









JUSTIN THARAUD & SON 


INC, 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 








EDWARD BOOTE, INC. 
35 & 37 W. 23rd St.. New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 











MADDOCK & MILLER, INC. 
English China and Earthenware 


CROWN DUCAL Dinnerware 

MASON’S tronstone China 

COALPORT Bone China and Kingsware 

ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 











TEDMAN IMPORTING CO. 


225 Fifth Ave., Room 829 Tele.: CA 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Breakfast Sets, Teaware, Smoking Articles, 
Toby Jugs and Lustreware 








. Importers of 
17 ENGLISH CHINA 


and 
EARTHENWARE 


Stock and Impert 


FONDEVILLE & CO., INC. 


149 Fifth Ave. New York 10, N. Y. 
AL. 4-0104 

















ROYAL DOULTON 


Englixh Bone China and Earthenware 


DOULTON and CO., Ine. 
Successors To 
WM. 8. PITCAIRN CORPORATION 
212 Fifth Ave. New York, N. Y. 








PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 38-5460 














Wedgwood Ware 


Bone China Dinnerware, Queensware 


Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedqwood & Sons, Inc. 





162 Fifth Avenue, New York City 
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New England 
(From page 895) 


covered. Defense counsel said the Kar- 
tens did not know they were buying 
stolen gold. 


q Gerber’s, Inc., retailers, has filed a 
bill of complaint in Rhode Island Su- 
perior Court against Alice Building, Inc., 
in which the store seeks to enforce exe- 
cution of a lease for two stores in 
Providence. 


Gerber’s claims that an agreement 
was entered into last April for lease of 
the two adjoining stores at a rental of 
$28,000 annually, or 4 per cent of the 
gross sales, whichever is larger. The 
firm now occupies one store under a 
lease expiring Jan. 31. According to the 
bill of complaint, the lease was to run 
for five years from Feb. 1 with an op- 
tion for a further term of five years 
with rental to be unchanged and a sec- 
ond option for a further five year ex- 
tension at a rental to be reached by 
agreement. It is alleged that the Alice 
Building, Inc. has refused to execute 
the lease and has attempted to put it- 
self in a position to be unable to carry 
out the terms of the agreement by mak- 
ing pretended lease of the same prem- 
ises to a competitor of Gerber’s. 


q The Green & Winkler Co., wholesale 
jewelers of Providence, has moved its 
offices and showrooms from 361 Elm- 
grove Avenue to 139 Matthewson Street. 


4 E. W. Goldstein has left the Oval 
Importing Company to open his own 
stone business at 120 Union St., Provi- 
dence. 


q The stockholders’ meeting of the New 
Fngland Manufacturing Jewelers & Sil- 
versmiths’ Association was held Oct. 24 
at the Biltmore Hotel in Providence. 


q The Fashion Jewelry Co., Inc., Prov- 
idence manufacturers is a party to a 
court action wherein the city of Provi- 
dence is seeking to enioin the use of 
the carbarn, in which the firm is loca- 
ted, for manufacturing purposes. A 
witness for the city said that the oper- 
ations of the jewelry plant made so 
much noise that he could not sit on his 
front piazza across the street. He said 
the noise of the presses was constant 
since the shop was open day and night. 


q@q The Gorham Mfg. Co. declared a 


| dividend of 75 cents a share, payable 





Oct. 15 to stock of record Oct. 1. 


q The L. G. Balfour Company has ap- 
plied for permission to build another 
factory in Attleboro. The company has 
just completed four additions to its 
plant. Recently the company purchased 
the J. F. Newman Company of New 
York and the Edwards Haldeman Com- 
pany of Detroit and the tools and 
equipment of both these firms are be- 
ing moved to Attleboro. 


q The Rhode Island Charities Trust has 
purchased all the assets of Ostby & 
Barton division of American Associates, 
Inc., for investment purposes. Plans 
call for the continuation of business 
on the present premises in Providence 
without .change in operating personnel 
or policies. American Associates is an 
investment trust company headed by 
Royal Little who is well known in the 
textile field as the president of Tex- 
tron, Inc. Mr. Little also is the creator 
of the Rhode Island Charities Trust. 


CORRECTION 


In the New England section of the 
October issue an_ item concernin 
Romm’s jewelry store, 83 Main my 
Brockton, was misleadingly worded. 

The actual facts.are as follows; 


The store formerly occupied by U, ¢ 
Smith Co. has been leased by Romm ae 
Co. 

On and after November 1, 1946 the 
U. C. Smith Co. will be located pe 12 
Center St., Brockton, Mass., 300 feet 
from their old location. Romm and (Cy 
will be located at 100 Main St., Brock. 
ton, Mass. 





Dr. Morris 
(From page 390) 


professor of geology all his life. 

“My chief interest,” he explains, “has 
been the study of rocks with micro. 
scope. For a number of years, I was 
assistant to Prof. Alfred J. Morse, gem 
expert at Columbia. That started my 
interest in gems—more than 30 years 
ago.” 

Dr. Morris’ first serious exploration 
work was done in China in 1920, where 
he made extensive studies of the north- 
ern provinces, traveling largely on foot 
among the mountains, studying the rock 
formations, and learning and speaking 
the Chinese language. 


As a result of those studies, he was 
asked to join the Central Asiatic Ex- 
pedition of the American Museum of 
Natural History under Dr. Roy Chap- 
man Andrews. 


Plane-table surveys and maps of 
more than 6,000 square miles of geolog- 
ical cross-sections were plotted by Dr. 
Morris while he studied the Gobi Desert 
formations and collected hundreds of 
rare specimens which are now available 
to the “gemologists in the making” 
who are following Dr. Morris’ course 
of lectures. 

The 1946-47 course is now under way. 
Opening dinner-meeting was held at the 
University Club in Boston on Sept. 25, 
with Prof. Cornelius Hurlburt of Har- 
vard University as the featured speaker. 
He described his recent trip through 
southwstern United States and_ the 
methods of locating the sapphires found 
in this area. 

Election of officers of the American 
Gem Society’s Eastern Guild for this 
year resulted as follows: President, 
Harold Partridge; Vice-President, How- 
ard Preston; Treasurer, Mrs. Ella Bird; 
Secretary, Robert Chesley. 
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Watchmaker Confab 
(From page 387 ) 


Gruen Watch Co., added his endorse- 
ment of the educational program em- 
phasizing the importance of pride in 
workmanship by the skilled craftsman 
and advocating that one of the objec- 
tives which the school should set for 
themselves is to inject this pride of 
craft into their students. 
Howard Shaeffer, vice-president, Elgin 
National Watch Co. recommended that 
every watchmaker think of every watch 
entrusted to him as though he were 
doing the job for himself or a member 
of his own family. He pointed out that 
the watchmaker who is repairing his 
wife’s or daughter’s watch, takes every 
ains to see that the job is done right. 
Why, he asked, should not the watch- 
maker take the same attitude toward 
every job that goes across his bench? 
If he will do so, a high standard of 
workmanship is the inevitable result. 


ALL OFFICERS RE-ELECTED 


He pointed out that good watch re- 
pairing is one of the most valuable fac- 
tors in the operation of a retail jewelry 
store, explaining that statistical studies 
have found that on the average it costs 
the jeweler $10 in promotional and other 
expense to bring a new customer into 
the store, and that the watchmaker who 
does good work will bring that cus- 
tomer back again and again, whereas 
unsatisfactory work may drive him 
away, whereupon the store’s expense in 
obtaining the customer in the first place 
has been wasted and another customer 
must be obtained to replace him. 


Final business was the election of 
offices and the adoption of resolutions. 
All of the present officers were re-elected 
for another year, namely: John J. 
Nooyen, Encinitas, Calif., President; 
John DeVogel, Albany, N. Y., Vice- 
President; Orville R. Hagans, Denver, 
Colo., Executive Secretary-Treasurer. 
Named to the Executive Board in addi- 
tion to the officers were: Walter C. 
Stoeckel, Scranton, Pa., W. W. Luce, 
Minneapolis, Minn.; J. P. Sommer, 
Pittsburgh, Pa., and Carl Hurst, Okla- 
homa City, Okla. 


Two resolutions were adopted. One 
of these was that the association admit 
student members at a special reduced 
scale of dues. Student members would 
be privileged to attend all local, state 
and national meetings and enter into 
discussions but would have no vote and 
be ineligible to hold office. 


REGRET SOEMER'S DEATH 


The other resolution was one of sym- 
pathy and regret at the death of 
Charles G. Soemer, secretary of the 
New Jersey Watchmakers Association, 
who died suddenly, Sunday morning, of 
a heart attack shortly before the con- 
vention session opened. 


Four cities have extended invitations 
to the association for next year’s con- 
vention, Newark, N. J., Winston, Salem, 
N. C., Jersey City, N. J., Oklahoma 
City, Okla. Decision as to which of 
these invitations the association will ac- 
cept has been referred to the Executive 
Board who will canvass the situation in 
all of them and make its report later. 
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Epwin C. Berosten, 54, a salesman 
for the Elgin National Watch Company 
since 1930, died Friday, September 20, 
in St. Louis, following a short illness. 

Born in Koping, Sweden, Bergsten re- 
ceived his early schooling there. He 
came to the United States when he was 
14, and completed his education with 
business college and _ night school 
courses. His entire business career was 
spent in selling. He joined the Elgin 
sales department June 2, 1930. His ter- 
ritory consisted of Missouri, Kansas and 
southern Illinois. 


Frank S. Fincer, 58, who for many 
years was a jeweler in Arkadelphia, 
died Sept. 80 at his home in Memphis, 
Tenn. His father, the late J. A. Finger, 
established a jewelry store here several 
years ago. After serving with the firm 
for some time following his graduation 
from college, he moved to Atlanta, Ga., 
where he went into business for him- 
self. In 1934, he moved to Memphis 
where he opened an optometry office 
which he operated until his death. 


Nrers JENSEN, 76 years old, Minne- 
apolis, died in that city recently. Mr. 
Jensen was a veteran Twin Cities 
watchmaker. He was born in Copen- 
hagen, Denmark in 1870. He came to 
the United States in 1892 and after 
residing in Chicago for a short time, 
came to the Twin Cities, where he has 
been employed in jewelry shops in both 
cities. 


Morris KapisH, retired jeweler of 
New York City, and for the past three 
years a resident of Los Angeles, Calif., 
died in the coast city on Friday, Oct. 
4th, age 58. 


J. Georce Kapp, Sr., 92, retired civic 
and business leader, who was the oldest 
member in the jewelry business in Ohio, 
died in Toledo, Oct. 1. He gave up 
active participation in the firm that bore 
his name in 1914, when he sold the busi- 
ness, but until two years ago made 
daily trips to his office. He established 
his own jewelry business in downtown 
Toledo in July, 1878. He was a former 
member of the Board of Education, 
trustee of the Miami Children’s Home, 
former city councilman, and first presi- 
dent of the Toledo Retail Merchants 
Assn. 


Burton C. Rocers, son of a founder 
of Rogers & Brothers, died Oct. 5 in 
Meriden, Conn. He leaves a widow, a 
son and a daughter. 


Cuartes G. Soemer watchmaker of 
Irvington, N. J., and secretary of the 
New Jersey Horological Association, 
died suddenly in Cleveland, Ohio, on 
October 20 of a heart attack. Mr. Soemer 
had been attending the annual meeting 
of the United Horological Association 
of America where he was acting as one 
of the New Jersey delegates to the con- 
vention. 


AtBert Marion THomas, 76, a re- 
tired Niagara Falls jeweler, died re- 
cently. He operated his own jewelry 
business in Niagara Falls for many 
years before his retirement in 1943, He 
served as official watch inspector for the 
Ball Railroad Time Service. 
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Fitting a Balance Staff 


Seventh in a series of articles on how to remove and replace a 
damaged staff. Part nine, herewith, details the procedure 
in replacing roller tables and replacing the hairspring. 


by HENRY B. FRIED 
' Executive Secretary, 
The Horological Society of N. Y. 


PART IX: REPLACING ROLLER TABLES 


EPLACING a single roller calls for the use of 

special slotted stumps to support the roller with- 
out breaking the roller jewel pin while the balance is 
driven into the roller. 


Fig. 46. Special slotted stumps 
are used to support the roiler to 
prevent breaking the jewel pin. 





Such a stump is shown in Fig. 46. The roller is placed 
upon the balance staff roller post as shown in Fig. 47. 
Notice that the jewel is placed at right angles to the 
balance arms. This is true of all rollers except where 
otherwise recommended for specific models by the manu- 
facturer. The stump chosen must fit over the roller post 
with close tolerances. The slot must be sufficiently wide 
and deep enough and cut close enough to the hole to per- 
mit freedom of the jewel pin without binding or subse- 
quent cracking of this jewel. The balance and roller are 
then placed over the stump. The finishing punch used 
and shown in Fig. 45 is used to drive the balance and 
staff snugly into the roller. 
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REPLACING A TWO-PIECE ROLLER 


In replacing a two-piece roller such as used on Ham- 
ilton watches, the balance is placed on a flat hollow 
stump fitting around the hairspring shoulder of the staff. 
The balance is placed, bottom up in this stump. A slot- 
ted hollow punch fitting both the large, jeweled roller 
and the roller post of the staff is selected. The punch 
should have all the specification of the stump shown in 
Fig. 46. Special care is taken that the roller post does 
not bind in the hole in this punch. The roller is then 
driven down flush to the balance hub of the staff. 

To place the small safety roller in position, a flat hol- 
low punch whose hole fits closely over the safety roller 


Fig. 47. Placing the rollet 
upon the balance staff roller 
post. Note that jewel is ot 
right angles to balance arms. 


shoulder of this staff is then used. The safety roller is 
carefully placed over the post with the tweezers so that 
the “passing” crescent is directly in line with the roller 
jewel. The punch is then used to drive this roller down 
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TO YOUR FUTU Ri ™@ Personality does count, especially when conditions be- 
LOOK come more normal and competition becomes keen. I[t will be 
| the jewelry store with the best appearance—inside and out— 
that will have the most pulling power. Progressive jewelers 
; RY MODERNI ZING realize the value of modern, smart-looking stores. They 
make sure that they get the right kind of personality into 
their establishments by modernizing with Pittsburgh Glass 
YOUR STORE NOW! and Pittco Store Front Metal. 

mei ° Your store will have greater profit-making possibilities if 
you follow the example of these thousands of other successful 
merchants. Investigate the advantages of remodeling your 
store now—inside and out—with Pittsburgh Glass and Pittco 
Store Front Metal. Be sure to consult your architect for a 
well-planned, economical design. We will cooperate with you 
and with him. And if you want them, convenient:terms:-carr be 

arranged through the Pittsburgh Time Payment Plan. 
Our recently published booklet, containing valuable data 
and many interesting illustrations of Pittsburgh Glass and 
Pittco Store Front Metal installations, will show you what 


has been done. Send for your free copy today. Use the con- 
venient coupon below. 
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into position. This is shown in Fig. 48. Care must be 

used that the roller does not require excessive driving to 
bring it flush with the shoulder. These rollers are brittle 
and any great force may crack these rollers at the cres- 
cent. When replacing the rollers it is best to place the 
roller on the post so that the jewel is on the side that it 
was originally, so that the delicate poise of the balance 
is not overly disturbed. 








Fig. 48. Using the punch 
to drive the safety roller 
into position. Care must 
be used in this opera- 
tion. since these rollers 
are brittle and may be 
cracked if force is used. 








REPLACING A DOUBLE {DUAL} ONE PIECE ROLLER 


Replacing a double roller is accomplished by setting 
up the staking set as in Fig. 38 with the roller post fit- 
ting closely into the hole in the die. The roller is placed 
on the roller post so that it will not fall off when turned 
over. The finishing punch shown in Fig. 45 is used to 
drive the roller table down to the balance hub. This is 
shown in Fig. 49. 

The tapping of the punch in driving down the rollers 
should be done with care and observation lest the roller 
be crushed. While the roller is being driven down, the 
sight is trained upor. the space between the roller and 
the balance hub so that the tapping on the punch may 
cease when the roller is down in place. A difference in 
metallic sounds will also tell when this occurs. 









Fig. 49. Using a finishing 
punch to drive the roller 
table down to balance hub. 
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When all rollers are in place, the balance is placed 
into the watch and tested in all positions for impulse, 
freedom of motion and all points stressed in Fig. 31. 
After all these have been proven satisfactory, the bal- 
ance is trued and poised. 

The hairspring is then placed upon the balance staff 
so that the stud is in line with a point on the balance rim 
which will insure an “in beat” position. To place the 
hairspring securely on the watch, the proper and safe 
method is to place the balance and rollers on the staking 
set exactly as described in the paragraph on replacing a 
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dual roller. The same punch and staking hole jg Used. 
The forefinger pressing upon the punch is all the pres- 


Fig. 50. Placing the hair- 
spring upon the balance 
staff. Slight pressure 
of the forefinger upon 
the punch should be suf- 
ficient to make it snug. 
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sure that should be required to force the hairspring 
collet down upon the hairspring shoulder of the staff and 
snug agaiust the balance arms. 


SUMMARY QUESTIONS 

1. When is it necessary to replace a balance staff? 

2. What are the symptoms of a broken balance staff? 

3. Why shouldn’t a screwdriver be used to remove 
hairsprings? 

4. How is the two-piece roller distinguished from the 
dual or double roller? 
What are the two types of staffs? 
How is the friction staff held in the balance? 
How is the riveted staff held secure in the balance? 
How is the friction staff removed from the balance? 
. What is the function of a cross-hole punch? 

10. What is a Roskopf staff? 

11. What danger is present when a riveted staff is 
driven out? 

12. What is the heat method of removing a riveted 
staff? 

13. How may a balance hub be softened without 
danger to the balance? 

14. Into what hole in the staking die must the balance 
staff hub fit when using the staff extractor? 

15. Make a sketch of the rivet type staff and name all 
its parts. 

16. How is the pivot tested for proper fit in the hole 
jewel? 

17. How far down should the roller go on the trial 
fit ? 

18. Why is the height of the roller post of the staff 
important? 

19. Why is the old staff retained even after matching! 

20. How should the punches fit over their respective 
shoulders of the staff? 

21. What is the test to determine if the balance has 
been firmly secured to the staff? 


Cr 


~ PS P 


CORRECTION 


Through an error illustrations No. 43 and No. #9 
were interchanged in the chapter which appeared in the 
October issue of JC-K, in both captions and reference 
in the text. All reference to the riveting punch should 
refer to Fig. 45 while all reference to the finishing punch 
should refer to Fig. 43. Caption on Fig. 43 belongs with 
Fig. 45 and vice versa. 
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Smartly styled electrics 


n 
ff? 
ve Although many of these smartly styled Seth Thomas* electric clocks have 


already been distributed, the supply continues inadequate to meet demand. 
he So, if your wholesaler has not been able to give you all the Seth 
Thomas clocks that you need—don’t blame him too much. His service 
to you is dependent on the quantity of clocks we can ship. The availa- 
bility of skilled clock craftsmen and raw materials serves as a yardstick of 
our production. 

As long as the condition exists, we will continue to allot our pro- 
duction to established wholesalers. It’s a fair way, since it insures equi- 
table distribution. Our wholesalers are cooperating by carefully reallocating 
clocks they receive. | 

We won’t sacrifice quality for the sake of increasing production. 
However, we assure you the entire Seth Thomas organization is striving 
to produce more and more of the truly fine clocks that bear this time- 
honored name. 

Again, we recommend strongly that you keep in close touch with 
your wholesaler to insure a place on his allotment list. Seth Thomas 
Clocks, Thomaston, Connecticut. 


a? 


l 1. SHARON — Colonial design in ma- 5. CAPSTAN—An occasional clock 














hogany finish on birch. Strikes hours 
and half hours. 


2. YUKON -— A small occasional clock 
that wins a hearty welcomeeverywhere. 


3. HITT— Big, easy-to-read dial of this 
kitchen clock appeals to housewives. 


4. MEDBURY-— Has beautifully toned 
Westminster chimes. Mahogany case. 
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that scores a hit with men. Solid ma- 
hogany. 
6. PYPER— Small, new electric alarm, 


popularly priced. 


7. CONSOLE — Exquisite electric 
clock. Strikes hours and half hours. 


8. LEGACY-— Richly cased in genuine 
mahogany. Has Westminster chimes. 



























A product of GENERAL TIME Instruments Corporation. 
*Seth Thomasis Reg. U.S. Pat Off. 
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LTERING SLIDE—I come across watches, gen- 

erally Swiss, that have no banking-screws, so can- 

not alter slide like in American movements. How can 

these be handled in adjusting escapement? (Question 
No. 5884) H. G. B. 


Answer—In these movements with solid bankings, 
usually made by turning out two intersecting recesses 
of diameters so that metal corners left standing are ex- 
actly at the two points locating the correct bankings as 
the watch is designed, it should not be necessary to 
alter bankings unless you seé indications that someone 
has filed or otherwise altered the banking-points. In this 
case, drill a hole through the lower plate, at the banking- 
point, and fit into the hole friction-tight, a piece of nickel 
wire. Trim this until part of it is left standing at the 
distance from the line-of-centers that will provide cor- 
rect banking. The trimming may be done either by skill- 
ful filing, or by setting the plate in a universal face- 
plate and using slide-rest or graver to cut the pin until 
its altered surfaces coincide with the original walls of 
the two recesses. 


YANIDE SOLUTION—What is the best way to 

make cyanide solution for the part of watch-clean- 
ing process that is confined to removing tarnish from 
parts other than steel ones? (Question No. 5885) 
M. C. S. 


Answer—The solution referred to is simply cyanide 
of potassium, or an equivalent cyanide, dissolved in 
water, in proportions depending upon the work to be 
done. Cyanides are sold in lumps or in moulded “eggs” 
of a weight of one ounce each. For removing moderate 
degrees of tarnish from watch parts or silverware, one 
ounce of cyanide to a quart of water is a good average 
proportion. If the tarnish is exceptionally heavy, more 
cyanide, up to two ounces, may be dissolved in a quart 
of water. We should add that after immersion of the 
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work in the solution, it should be well washed with soap 
and water, scrubbed with a moderately stiff-bristled 
brush, followed by rinsing in water, either running cold 
water, or hot water in a vessel. In using any strength 
of solution whatever, if it acts more slowly than desired, 
action may be quickened by rubbing the work in the s0- 
lution with a brush or a rag. 


ATCH PART NAME—What is the correct trade 

name for the part of a watchcase into which the 
movement is fitted, and on which the back and bezel are 
fitted? (Question No. 5886) W. T. 


Answer—In America, the part referred to in your 
question is called the “center”; and in England the 
“middle.” 


AGNIFYING INSTRUMENTS — Wishing to 
know more about instruments for magnifying gem- 
stones, thought I’d write you for the name of any god 
book that would give me reliable information. (Question 
No. 5887) M. G. S. 


Answer—We believe you could find what you want 
in “The Microscope”, by W. B. Carpenter, 8th edition, 
by Dallmeyer, Philadelphia, published in 1901. This 
book may be found in any large library or obtainable in 
bookstores on special order. A search of the files of pub- 
lic libraries would, of course, discover other good works 
on the subject under classifications such as “lenses’, 
“optics,” ‘microscopes, etc. 
pa SPAIRING PLASTIC—How can I repair broken 

plastic clock cases, the kind that took the place of 
metal so much, during the war? These so often come to 
us cracked or broken. (Question No. 5888) P. R. 


Answer—We have had so many inquiries like yours 
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THE PRISTINE—Perfect for the small mantel. In polished brown THE CANDLELIGHT—This new occasional clock adds distinc- 
mahogany finish with white dial, black numerals. Hasself-starting tion to any home. Available in: (1) jewel-like black glass, 


le mechanism similar to other dependable G-E Clocks. A beautiful, _ polished to a shimmering elegance. (2) in smooth, brown East 
€ inexpensive number. Indian Lambskin, or brown Pigskin, with white stitching. 
€ 








THE MORNING GLORY—Its flawlessly cast THE GAY HOUR—Featuring the new G-E THE “SELECT-O-SWITCH”— Electric clock) 


metal case has a satin-like, butler silver Select-A-Larm. Enables users to adjust and timer controls the radio and other 
finish. Its fluted brass feet are gold-colored. volume control from a purr to a shout—or household electrical appliances. It turns 
Ideal for the bedroom, or as an occasional anything in-between. Handsome mahog- on radio or other appliances for any length 
clock. any-finished wooden case. of time, then turns them off. 


Appliance and Merchandise Department, General Electric Company, Bridgeport 2, Conn. 


General Elecltic Clocks 
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that we put this question to manufacturers of such goods, 
and the answer sums up to advice that there is no very 
dependable way of repairing breaks with any sort of 
cement. The only other way we know would be to make 
repairs mechanically; depending upon the nature of the 
break, to drill and tap the parts, and screw them to- 
gether, or use metal straps screwed inside a case, to hold 
the broken pieces together. 


ORKING LIGHT—I am having trouble with my 

eyes, past few months, while working at the watch 
bench. I am using modern fluorescent double-tube fix- 
ture. I would like to know what type light is best for 
the eyes? I asked this question of many people and 
haven’t got the right answer yet. (Question No. 5889) 
B. E. S. 


Answer—Evidently you have given a pretty thor- 
ough trial to fluorescent lighting without satisfaction. 
Since this kind of lighting suits most users very well, 
there may be something out-of-ordinary in your eye- 
sight, that will require experimenting to find suitable 
light. We suggest returning to incandescent bulb lights, 
to see if this could solve the problem. You might try a 
clear glass bulb, a frosted bulb, and a clear-glass blue- 
tinted bulb in different wattages. Another thing you 
could experiment with would be different colors of paper 
or cardboard on your bench-tov. If none of these com- 
kinations turns out satisfactorily, better consult a com- 
petent oculist; he may be able to advise you on lighting, 
or prescribe treatment if it is found. that your eyes 
need it. 


PUILLED AND ROLLED GOLD—What is the legal 
difference between “Gold-filled” and “Rolled gold 
plate’? (Question No. 5890) C. S. 


Answer—The U. S. Department of Commerce, in 
1933, published its “Bulletin TS-1942,” which has been 
generally accepted by the jewelry trade, defines the 
terms in question as follows: (1) Gold-filled articles 
shall contain not less than 1/50 of their total weight, of 
gold of fineness not less than 10 karat. (2) Rolled gold 
plate articles may contain less than 1/50 of their total 
weight of gold not less than 10 karat fineness. 


ASHING SOLUTION—We have a rule of polish- 
ing cases of aJl watches repaired in our shop, and 
we are not satisfied with what we are using to wash out 
rouge, etc., after buffing. Please recommend what you 


think best. (Question No. 5891) J. W. N. 


Answer—Possibly the most-used jewelry-shop wash- 
ing solution, that would be excellent for your use, is 
made as follows: 


Into 1 quart of water, put 2 ounces lump borax, 1 
ounce washing soda, and 1 ounce castile soap cut into 
fine shavings. Boil these together until dissolved. Pour 
the liquid into a jug holding 1 gallon. Allow it to partly 
ccol and then add 5 fluid-ounces of aqua ammonia; stir 
or shake to mix well. Add enough water to make one 
gallon of solution. Wash the work in this solution, made 
hot enough just so it is bearable to the hands. Use a 
medium-stiff-bristled hand brush. Rinse in very hot 
water and dry in sawdust. Or if rinsed in cold water, 
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finally dip in denatured alcohol for a few minutes they 
dry in sawdust. 


TONE ENGRAVING—Where could we send a ring 
with a large flat-topped synthetic ruby in it, to haye 

an emblem cut in it and filled with geld and platingy 
or some other white metal. The design must have two 


colors of metal, yellow and white? (Question No. 5892) 
D. C. D. 


Answer—This job requires two types of work— 
stone engraving and encrusting. Among firms that could 
do the work are: Max Stern & Co., 17 John St., New 
York City; Chicago Lapidary Works, 29 East Madison 
St., Chicago, Ill.; Charles M. Fick’s Son, 556 Radner 
Ave., Baltimore, Md. 


REGUET WATCH—Always heard that a watch 

made by Breguet, in France, is worth a lot of money, 
Wonder if this would take in one now in my shop for 
repairing, but what puzzles me is although the move- 
ment is key-wound, it doesn’t look as old as when Bre- 
guet was in business. On inner cap of gold case is en- 
graved “13 rubis, Spiral Breguet.” (Question No. 5893) 
G. W. S. 


Answer—The inscription on the inner cap means “13 
jewels; Breguet Hairspring.” Your impression that this 
watch is not old enough to have been made by A. L. 
Breguet, the French “Old Master” of horology, is cor- 
rect. 


pq EMOVING DISCOLORATION—How can we re 
move the hard coat of discoloration from chromiun- 
plated watch cases after soldering them? Question No. 
5894) W. P. 


Answer—Slowly drop sulphuric acid into water to 
make a solution of one part acid to five parts water. Im- 
merse the discolored case in this until the oxidation dis- 
appears. If this goes too slowly, use solution stronger in 
acid; or rub the work while in the solution with a piece 
of pegwood. After this treatment, scrub the work with 
soap and water, and if the formerly discolored surface 
appears dull, polish it in the usual way. 


ONNECTICUT CLOCK—A clockmaker referred 
me to you with this question: What is the age of 

my clock, runs 8 days, and has a label in case with name 
“C, & L. C. Ives, Bristol, Conn.; movement is brass, 
but I am told this must have been put in later, and that 
the original movement would have been made of wood. 


(Question No. 5895) B. C. 


Answer—Y our clock is, we believe, one of the excep- 
tions to the rule that clocks made in Connecticut before 
1838 had wooden movements. The Ives firm was com- 
posed of Chauncey Ives and Lawson C. Ives, who had 
patent-license arrangements with Joseph Ives, who was 
the inventor of the “rolling pinion” used in many of the 
C. & L. Ives clocks; and these all had brass plates and 
wheels, instead of wood, and were designed to run 8 
days with one winding, so we believe your clock has in 
it its original movement. C. & L. Ives made these 8-day 
brass clocks between 1833 and 1836, when they discon- 
tinued their partnership business. So your clock is now 
between 110 and 113 years old. 
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WATCH WORK. ETC, FOR THE 


__— 


IABLE watch repairing for the 
“os since 1921; efficient, depend- 
able mail service. Standard Watch 
Service, 949 Broadway, New York 


10. 




















EXPERT watch repairing for the trade ; 
many years of experience, all work 
guaranteed; out-of-town trade at- 
tended to promptly; moderate prices. 
Israel Weiser, 24 Eldridge St., New 
York City. Walker 5-9204. 





SS 


WATCH repairing for the trade; quick 
service guaranteed; years of ex- 
perience; reasonable prices; write 
for further information. Elgin 
Watch Repair Shop, 108 E. High- 
land Ave., Elgin, Lil. 





-———— 


IF you are looking for a reliable place 
to send your watch repair work, we 
offer service of the highest quality; all 
workmanship guaranteed; postage pre- 
paid one way; price list sent upon re- 
quest. Josiah Odence, Inc., 215 Fourth 
Ave., New York 3, N. Y. 





EXPERT watch repairing; we specialize 
in mail orders; 10-14 days’ service; 
all watches timed and tested by the 
latest Western Electric Watchmaster ; 
time charts for each watch will be 
supplied upon request. L. Z Orin, 2 
Ellwood St, New York 34, N. Y. Lor- 
raine 7-1261. 





DUE to expansion, we are in position to 
accept additional trade work of good 
quality; repairs are so complete and 
guaranteed, you do not have to touch 
the movement or clean case; give this 
your immediate attention, for we have 
openings only for a few good accounts; 
prices cheerfully furnished. Regulated 
Time Service, 1508 Charlotte  St., 
Bronx 60, N. Y. 





EXCEPTIONALLY fine watch repairing 
by our staff of competent watchmakers ; 
jewelers have found that our complete 
watch repair service means quality, ef- 
ficiency, dependability, good material, 
and good workmanship; all watches 
are precision timed on our Watch- 
master: there is no substitute for good 
craftsmanship; price list on request. 
The Harr Watch Repair Co., 545 Fifth 
Ave., New York. 





GIVE us one week; yes, that is all we 
need to put your watches in A-l con- 
dition; we have the men, the equip- 
ment and the experience for maximum 
production, and the many letters from 
satisfied customers the country over 
can testify to our ability to do the job 
right ; try us and see; send for our 
special service and price list. Karelin 
Watch Service, Time Specialists, 116 
Nassau St., New York City. Member 
of the Jewelers’ Board of Trade. 








ARE you interested in quality watch re- 
Pairing; we have a fully equipped 
watch repair shop that is able to take 
care of your evely need in watch re- 
Pairing, refinishing dials, crystals of 
all types, watch case repairing and 
furnishing of new cases and dials: we 
do work for some of the finest jewelry 
stores and will gladly furnish refer- 
ences; price list upon request. J. & F. 
eee, 79 Chrystie St., New York 2, 





WE “specialize in repairing all types of 
watches, both American and foreign; 
in cleaning, movements are entirely 
dismantled and thoroughly cleaned, 
each piece receiving individual atten- 
tion, thus assuring you of the finest 
job possible; all jobs are guaranteed 
against defective workmanship and 
material; in addition, our jewelry re- 
pair department is ready to help you 
with all jewelry repairs, including spe- 
cial order work of all kinds. H. Win- 
— 1548 Belmont Ave., Chicago 13, 





WE guarantee you first class watch 
repairing; our work will help pro- 
gress your business; we employ a 
staff of eight expert watchmakers; 
we repair all kinds of complicated 
watches, repeaters, chronographs, 
etec.; we also vibrate hairsprings, 
and we make parts, particularly 
staffs for obsolete watches; all the 
work is done in our own shop; we 
can give you good service; price 
list on request. Simon Amtman, 9 


Maiden Lane, New York City. 





HAVE you a watch repair problem: 
hundreds of jewelers throughout the 
country have found it quicker and less 
costly to send us their watch repairs; 
our large staff of 45 thoroughly experi- 
enced mechanics assure you of the 
finest qualtiy work and our production 
system will give you rapid service at 
moderate cost: our work is timed on 
Watchmaster Recorder -nd fully guar- 
anteed; all watches are fully insured 
and protected by Holmes Protective 
Service; over 290 accounts ship us 
their repair work regularly and our 
files are full of letters praising our 
workmanship and our service: please 
correspond with us before shipment to 
avoid unnecessary delay. Dependable 
Watch Co., 132 Nassau St.. New 
York 7, N. Y. Beekman 3-4427-95. 
Members—Jewelers Board of Trade. 


Special Order Wark and 
Repairs for the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











MODELS and designs of every descrip- 
tion for centrifugal casting made to 
order. Charles Lipstein, 64 W. 48th St., 
New York 19, N. Y. 





HATRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Vir- 
tanen, 45 Park Place, Morristown, 





ENGRAVING and carving; prompt and 
efficient service; polishing on request: 
mail orders a specialty. Harry Zirin, 
Engraving since 1924, 40 John St., New 
York 7, N. Y. 





JEWELRY repairing and stone setting 
for retail jewelers; fine workmanship; 
very prompt service: mail orders 
solicited. Blanchard Mfg. Jewelers, 434 
16th St., Denver, Colo. 





H. & I. Jewelry Polishers and Lappers, 
93 Nassau St., New York City; ex- 
pert on gold and platinum jewelry; 
mail us your work to be polished; 
prompt service guaranteed. 





DIAMOND setting, hammered work and 
scholastic work for the trade; prompt 
service guaranteed. Atlas Stone Set- 
une Co., 44 Franklin St., Providence, 





BEADS restrung; all style beads restrung 
on cord or chain; prompt service; can 
furnish references. Mrs. Helen E. 
Stump, 202 State St., Shillington, Pa. 
Just outside Reading. 





EXPANSION bands, Carmen bracelets re- 
paired; minimum charge $1; factory 
method; two-five days service. Expan- 
- Repairs; P. O. Box 1073, Atlanta, 

a. 





BEADS of all kinds restrung by ex- 
perts for the trade; reasonable prices 
and prompt service; bunded. Rankin’s 
Pearl Huuse, Box 13354, Beaumont,. 
Tex. 





JEWELRY filing and soldering assembly 
work for the trade; watchcases, attach- 
ments, bracelets, rings; clean work; 
good service. Whithorn & Zweifler, 12 
John St., New York 7, N. Y. WO 
2-6211. 





JEWELRY tool maker, established shop, 
wants work of special jewelry tools, 
piercing, tool cutters; also experi- 
mental work; 40 years’ experience; 
very best references. Albert Boll, 7315 
Lansdowne, St. Louis 19, Mo. 





ENGRAVING service for jewelers; toun- 
tain pens, rings, jewelry, silverware; we 
engrave on anything; best references; 
reasonable prices. Ben A. Lindauer, 
109 N. Wabash Ave., Room 1304, Chi- 
cago 2, Ill. 





BEAD restringing to the trade Dy ex- 
perts; we use the best cord in the 
world; all work guaranteed ; new clasps 
furnished; give us a trial. Thobe & 
Harrison, 125 Pulaski St., Dayton 32, 
Ohio. 





LRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
pt gy Co., 5605 Arcade Bidg., St. 

uis, Mo. 





DIAMOND setter wishes work from 
out of town trade; finest quality 
workmanship; prompt service; ref- 
erences furnished; write today for 
po list. Address “B., 2361,” care 


eer NIRS 
Miscellaneous 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a worse 





LEARN WATCH repairing by doing it; 
thorough training under expert instruc- 
tors. For infurmation write Standard 
Watchmakers Institute, 1991 Broad- 
way, New York City. 





WATCHMAKERS:; increase your ability 
through the highly recommended books; 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 
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| Manufacturers’ News 








There IS a Santa Claus! 
Says Edwin Freed 





And, according to Mr. Freed, pop- 


ular advertising specialist, jewelers 
really believe in it. 

This one, hand painted in 7 brilliant 
colors is 6% inches high, and so de- 
signed as to do a dozen jobs in jewelry 
store windows. It is a shelf support, it 
holds ring stands, costume _ jewelry 
stands, and can be used in windows, 
wall cases, or counters. 

Mr. Freed informs us that he has 
priced it at only $2.90 each ($34.80 per 
doz.) and has them for immediate de- 


livery. 





Lippman Advertising to Feature 
Lemania Chronograph Watches 


Bernard S. Lippman & Co. will fea- 
ture in several advertisements of thcir 
fall campaign the Lemania chronographs 
of which they are the sole distributors 
in this country. 

During the war virtually the entire 
output of Lemania chronographs was 
diverted to the Allicd armies, navies 
and air forces. Now, however, they are 
again available for the civilian market, 
and shipments have reached this coun- 
try in time for holiday purchases. 

This intricate Swiss timepiece is ex- 
pected to be welcomed by many Ameri- 
can shoppers because of its unusualness, 
and its appropriateness for a gift for 
a man of any age. It is priced from 
$71.50 to $200.00, retail, including tax. 

Moreover the watch has a strong ap- 
peal to the “gadget” lover. For, in 
addition to serving as a regular watch 
and a stop watch, the Lemania chrono- 
graph has several supplementary dials, 
euch as the tachometer, which indicates 
the speed per hour at which a car, a 
horse, or a plane is moving. The tele- 
meter determines distance on the basis 
of sound. For example, if a flash of 
lightning were seen, followed by a roll 
of thunder, the observer could deter- 
mine from the time that elapsed be- 
tween the two incidents just how far 
away the storm was centered. 

Some chronographs also include pul- 
someters which are used by doctors to 
take the pulse count. 
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14 Magazines, 100 Newspapers 
In "Keepsake's" Fall Campaign 


Equipped with a line composed large- 
ly of new designs, and highlighted by 
matched wedding ring sets, sales rep- 
resentatives for “Keepsake” diamond 
rings started their fall tours early in 
October. 

Plans for the most intensive adver- 


- tising and merchandising campaign in 


the history of the company marking its 
15th consecutive year of national ad- 
vertising, were announced to the sales 
force in a series of regional meetings 
in September in Syracuse, N. Y., Chi- 
cago and Denver. 

Robert A. Pond, president of the 
company, presided at all three of the 
meetings, assisted by Robert O. Beadel, 
sales executive, A. W. Doolittle, adver- 
tising manager, and John B. Flack, head 
of the firm’s advertising agency, who 
presented the advertising and merchan- 
dising program. 

A total of 548 insertions will appear 
during the fall of 1946, in 14 of the 
large circulation national magazines, and 
in 109 metropolitan newspapers. Many 
of the magazine ads will be full pages, 
and there will be a 2-page spread in 
color in the November 18 issue of Life. 

Dealer helps for this fall are more 
extensive than ever. They include four 
series of newspaper mats for use by 
retailers tying in with the national ad- 
vertising, and a series of “Ad-Making 
Units,” consisting of differing sizes of 
the Keepsake logotype, and pictures of 
items in the line. 

Also provided are four different series 
of radio recordings, each comprising 14 
records, for five-minute local programs 
by retailers. Consisting of musical selec- 
tions, each transcription opens and closes 
with a singing commercial,-and ample 
time is provided for the jeweler’s tie-in 
by his local announcer. 

A series of movie briefs in full color, 
new 24-sheet posters, new bus cards, 
special Christmas plaque and many other 
items round out the program of dealer 
helps. 





Special Products Division 
Announces Fair Trade 


To insure a full profit for its retail- 
ers, Special Products Division, Chicago, 
Ill., manufacturers of “Life Timer 
FM” Expansion Watch Bands, an- 
nounces that the line has been placed 
under Fair Trade contracts. 

An advertising campaign is being in- 
stituted, which will feature one top 
quality, offering “FM” (Flat-mirror Top 
Finish) and “Corrogo” plating which 
it is claimed will outwear gold plating, 
and carries no excise tax. Free samples 
will be sent to any jewelry retailer on 
request. 


The Fair Trade schedule of retail 


prices ranges from $1.50 for the stain- ; 


less steel model to $2.50 for the gold, 
silver, and “Corrogo” plated items. All 
prices provide for a little better than 
Keystone mark-up for the retailer. 








it —e 


New Slide Film by International 
Aids in Retail Sales Training 


“Selling $kill,’ a new slide film, pro- 
duced by the International Silver Co, 
to help dealers in training their newer 
salespeople, is now being shown to 
groups of store personnel in every lo- 
cality by International Sterling repre. 
sentatives, who report that the film js 
being enthusiastically received. 


“Selling $kill” not only presents facts 
about the product, and retail sales tips 
gathered from veteran jewelers, but it 
also discusses the philosophy of selling 
sterling and the mental attitudes which 
have proved successful in selling. Sterling 
silver, the film points out, has qualities 
of glamour and romance which makes 
it unique among retail products, creat. . 
ing sales problems requiring a special 
approach. 

Supplementing the film is a new book- 
let, also entitled “$selling $kill,” pictur 
ing International Sterling patterns with 
something of the history and background 
of each, and summarizing the points 
set forth in the film. Each salesperson 
receives a copy of the booklet at the 
time the film is shown. 





Korman to Style Waltham Watches 


Waltham Watch Co. announces the 
appointment of Samuel Korman, as Di- 
rector of Styling. He brings to Wal- 
tham a practical knowledge backed by 
more than 25 years of experience in 


SAMUEL KORMAN 





the jewelry industry, having begun his 
career as a youth in a factory that 
manufactured a general line of karat 
gold and gold filled jewelry. 

When that firm, as the Kamion 
Watch Case Co. entered the manufac 
ture of ladies’ platinum and gold watch 
cases, Mr. Korman guided the design 
and style character of the line, and 
many of the watch styles prominently 
featured by watch manufacturers an 
importers, were the result of his con- 
fident sense for the vogue in watches 
at the time. 

Before going with Waltham, Mr. 
Korman was president of the American 
Perfit Crystal Corp., a large manu- 
facturer of glass watch crystals. 

Mr. Korman is now designing a num- 
ber of new watch modcls, for both men 
and women, which will be included in 
the Waltham spring line for 1947. 
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New Type Expansion Band 
Announced by Speidel Corp. 


The new "Golden Knight" expansion watch 

band by Speidel is entirely different in ap- 

pearance from any others now on the 
market. 


An entirely new type of expansion 
watchband which has been named the 
“Golden Knight” has just been placed 
on the market by the Speidel Corp., 
Providence, R. I. Completely new in 
style and appearance, while still retain- 
ing all the practical features of the 
older type of bands, the design of the 
“Golden Knight” was inspired, as the 
name suggests, by the armor worn by 
knights in the age of chivalry. 

Months of research work in museums 
and libraries, among historical collec- 
tions of rare armor, and two years of 
tool and die work were expended in 
turning out the “Golden Kuight,” ac- 
cording -to Speidel. The company di- 
rects particular attention to the beveled 
sides of the band which give an added 
gleam, and to the unusual design of the 
links patterned after the chain mail of 
the knight’s armor. 

The new band is to be featured in 
national advertising in color, in leading 
magazines, starting in November, and 
a complete tie-in advertising program 
for retail jewelers, including a dra- 
matic window display and newspaper 
mats is also available. 


Kiernan Broadcasts for Harman 


The Harman Watch Company has 
signed Walter Kiernan, nationally 
known news analyst and commentator, 
for a thirteen-week, program aired every 
Tuesday and Thursday from 6:05 to 6:15 
P.M. over New York station WJZ. 

The program is titled, ‘“Kiernan’s 
News Corner” and is one of the top 
news commentary programs of _ the 
American Broadcasting Company. The 
first Harman sponsored newscast was 
heard September 24. 

Plans are also being drawn up by 
the Harman Company to tie-in local 
store merchandising of this program. 
A list is being readied of all Harman 
distributors in the area covered by the 
broadcasts who will be sent suggestions 
and materials for effective promotional 
tie-ups. 


Rodana To Open New York Office 


H. Baumgartner, Director of Rodana, 
S. A., Bienne, Switzerland, manufac- 
turers of Rodana watches, who visited 
in New York City last month, returned 
home via ship on October 23. Mr. Baum- 
gartner announced that his firm would 
shortly open a New York office at 48 
West 48th St. 
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New Line of Diamond Rings 
Offers Unique Selling Features 


The Treasureland Ring Co., 29 East 
Madison St., Chicago (a division of A. 
C. Becken Co.), after a year of cre- 
ating and designing, has placed on the 
market a new and exclusive line of 
“Treasureland Registered” diamond 
rings which is now being shown to se- 
lected jewelry stores. 

Every “Treasureland” diamond is per- 
manently registered with the Treasure- 
land Ring Co. and the registered num- 
ber is plainly marked inside the ring. 
Thus, a full description of the ring and 
the diamond can be had at any time 
for insurance purposes or in case of 
loss or theft. It will also be helpful to 
the retail jeweler in re-ordering rings 
of the same size and quality. 

Each ring is further accompanied by 
a guarantee certificate which certifies 
the weight of the diamond and its qual- 
ity. The weight is also shown on the 
metal price tag fastened to each ring 
which likewise carries the suggested re- 
tail selling price. 

Particular attention has been given to 
packaging, each ring being individually 
boxed in a _ plastic, satin-lined case 
which aids in the creation of attrac- 
tive window and showcase displays, and 
other display material is also being sup- 
plied by the company. 

The price range is from $65.00 to 
$500.00 for the solitaires and from $12.50 
to $175,00 for wedding bands. Distribu- 
tion to retailers will be direct from 
manufacturer to retailer, and it is plan- 
ned to confine distribution to a selected 
list of stores. The company plans to 
advertise the line in a number of class 
magazines and to supplement this cam- 
paign with spot advertising in a list of 
newspapers. 


Dodge, Inc., Opens New 
Showroom in Los Angeles 


Dodge, Inc., who claim to be the 
world’s largest manufacturers’ of 
trophies, anounce the opening of their 
new showroom, in Suite 506 in the Mer- 
chandise Mart, 715 South Olive St., Los 
Angeles. Other display and showrooms 
are maintained at Dodge factories in 
Chicago, Miami, New York, Los Ange- 
les and Newark. 

A complete line of Dodge merchan- 
dise will be on display, including tro- 
phies, charms, medals, bron7e-plated 
gifts and silverplated hollowware. 


Parker Pen Sponsors 
"Information Please" 


The Parker Pen Co. is now sponsor- 
ing “Information Please” on_ the 
Columbia network, having taken over 
the sponsorship starting with the per- 
formance of October 2. The show goes 
on the air each Wednesday evening at 
10:30 P.M. (EST). 

Clifton Fadiman will continue to serve 
as master of ceremonies while John 
Kieran and Franklin P. Adams _ will 
be in their regular places as experts 


on the half-hour program. All three . 


have been with the show since its debut 
in 1938 and are now starting their ninth 
season on the air. Fred Allen and Oscar 
Levant were the opening night guests. 





New Items by Kassoy 


I. Kassoy, 7 West 45th St. wel] 
known distributor of diamond jewelerg’ 
supplies, is offering two new innoyga- 
tions. One is a metal mailing box mea- 
suring 3% x 2% x 1% inches to insure 
safety in the mailing of parcels of dia- 
monds, 

The second is a new approach in sup- 
ply diamond papers to suit the desires 
of individual dealers. Kassoy is now 
distributing sample packets of diamond 
tissues in a range of tints along with 
samples of outside papers. With this 
assortment each dealer can experiment 
to obtain the exact shade and effect 
which he desires for showing any grade 
of diamonds and Kassoy will make up 
supplies of folded papers to these exact 
specifications. 

It is believed to be the first time that 
a special “custom-made” assortment 
such as this has ever been offered. It 
should prove a distinct service to the 
diamond industry. 


They Like the Harvel Show 


@: 


This photo of a happy looking group 
was taken immediately following the 
premiere program of “It’s Harvel 
Music Time,” the new Harvel coast-to- 
coast radio show over the facilities of 
A.B.C. originating in New York at Il 
P.M. (E.S.T.) each Sunday. 

Paul Whiteman appeared on this first 
show to introduce his new find, Johnny 
Thompson, the featured baritone singer 
for the Harvel show. 

Left to right are: Ray Carter, Maes- 
tro of the Harvel Orchestra; Bud 
Barry, head of A.B.C. Talent; Henry 
Harteveldt, President of Harvel Watch 
Co.; Johnny Thompson, Paul White- 
man, Al Lewin, head of A. W. Lewin 
Co. agency handling the show; Charles 
K. Palmer, representative of A.B.C. net- 
work, 


New Corporate Structure 
For Ostby & Barton Co. 


Royal J. Gregg, vice-President in 
charge of the Ostby and Barton Divi- 
sion of American Associates, Inc., of 
Providence, R. I., has announced that 
the assets and business of that divi- 
sion have been purchased by a new cor- 
peration, Ostby and Barton Company; 
all the stock of which is owned by the 
Rhode Island Charities Trust. 

Mr. Gregg, who will be President of 
the new company, stated that the Rhode 
Island Charities Trust was making this 
purchase as an investment. 

It is planned to continue the business 
in its present premises without change 
in its operating policies or personnel. 
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Select the lighting You need! 


HETHER you build or remodel, you'll 

find that G-E lamps will give you the kind 
of light you really need : .. lighting that’s up 
to date, to fit your individual plans or those 
of your architect. 


For fluorescent light there are the General linc, 
Slimline and Circline lamps . . . Among the 
newer incandescent lamps are G-E Reflector, 
Projector and Silvered Bowl. Add to these the 
many other G-E lamps in varied sizes and shapes! 


And remember the constant aim of G-E Lamp research, which is to make G-E Lamps 














FOR NOVEMBER, 1946 


sty Brighter Longer! 


G-E LAMPS 


GENERAL @ ELECTRIC 





42 





Five Radio Stations Win 
Longines-Wittnauer Awards 


med 
ot 
$ 

7) 


Present at the judging ceremonies, where 

they looked over the entries were (I. to r.) 

Charles S. Silver, treasurer of Arthur Rosen- 

berg Co., advertising agency; M. Fred Car- 

toun, chairman of the board, and Harrison 

J. Cowan, director of advertising, Longines- 
Wittnauer Watch Co. 


Radio stations WOWO, Fort Wayne, 
Ind.; KFEL, Denver; KDAL, Duluth, 
Minn.; WROK, Rockford, Ill., and 
CKRM, Regina, Sask., were adjudged 
winners today in a station promotion 
and publicity competition conducted in 
connection with the Longines-Wittnauer 
Watch Compay’s series, “The World’s 
Most Honored Flights,’ which were 
broadcast earlier this year. The pro- 
grams starred Captain Eddie Ricken- 
backer and were written by Col. Hans 
Christian Adamson. 

WOWO’s campaign was adjudged 
best in the ten to fifty thousand watt 
classification; KFEL, in the 5,000-watt 
category; KDAL, 1,000 watts; WROK, 
500 and less, and CKRM, among Cana- 
dian stations. Awarded honorable men- 
tion were KRGV, Weslaco, Tex., and 
KIDO, Boise, Ida., both in the 1,000- 
watt category. 

Promotion-publicity directors of the 
stations will receive Longines watches. 

The board of judges consisted of Paul 
Ackerman, radio editor, Billboard; 
Frank Burke, editor, Radio Daily; Reg 
Clough, editor, Tide; Bruce Robertson, 
associate editor, Broadcasting, and 
George Rosen, radio editor, Variety. 


New 14 Karat Gold Items 
Offered in Forstner Campaign 


The Forstner Chain Corporation, Irv- 
ington, N. J., has released a series of 
four-color, full page advertisements 
which are soon to appear in several of 
the leading national publications. The 
advertisements, created by one of Amer- 
ica’s foremost artists, will feature new 
14 Karat gold necklaces and bracelets 
of heavy square snake chain to retail 
from $170.00 to $400.00 including tax. 


Saunders to Distribute “Sparex" 


The Sparex Chemical Company, New 
York, has announced the appointment 
of Alexander Saunders & Company of 
95 Bedford Street, New York City, as 
distributors of its “Sparex” cleaning 
compounds, 

Sparex is manufactured under 2 for- 
mulas, Sparex No. 1 for pickling and 
cleaning iron and steel, and Sparex No. 
2 for pickling and cleaning gold and 
silver and other non-ferrous metals. 
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“Purity"’ Announces New Ring Line 


M. W. Schiffman & Co., diamond cut- 
ters and *manufacturers of “Purity” 
diamond rings, are now showing a com- 
plete new line of both diamond rings 
and wedding bands. 

The firm also announces that “Purity” 
diamonds with the new “Star-Studded” 
polished girdle are now available to the 
trade at no additional charge. 


In announcing the new line, M. W. 
Schiffman & Co. emphasize that they 
are continuing the policy of concen- 
trating “Purity” sales with one jeweler 
in each community on an exclusive fran- 
chise basis—an arrangement which has 
met with universal approval by the re- 
tail jewelers who are now carrying the 
line. 

It is further announced that “Purity” 
diamond rings will be nationally adver- 
tised in several of the leading magazines. 


Manufacturers Make Own Castings 
In Unique Demonstration 


Manufacturing jewelers from many 
cities have visited the installation and 
demonstration of the Ecco M 384B cen- 
trifugal casting machine and Ecco 10 
KVA high frequency converter at the 
showrooms of Alexander Saunders & 
Company, at 95 Bedford Street, New 
York City, where these manufacturers, 
operating under exact shop conditions, 
are invited to produce castings of plat- 
inum, gold or silver in their own flasks. 

In the Ecco casting machine the metal 
is melted by high frequency electric 
current in the casting crucible on the 
arm of the machine. When the metal 
has been brought to casting tempera- 
ture, it is cast centrifugally into the 
burned out flask without further han- 
dling. This new method replaces the 
torch melting of platinum and avoids 
transfer of the molten metal as is often 
done in gold and silver casting. 

The flasks are burned out in a con- 
ventional gas fired oven located next 
to the casting unit. Temperature in the 
oven is controlled by a Brown electric 
Pyrometer. This consists of a single 
point indicator maintained contact con- 
troller operating a solenoid valve on the 
gas line. 

The crucible used in the Ecco M 34B 
casting machine has a capacity for 6 
ounces of platinum or its equivalent in 
gold or silver. 

Where larger capacity is desired, the 
Ecco M 84C casting machine may be 
used. This machine operates on the 
same principle of high frequency melt- 
ing of the metal in the casting crucible 
on the arm of the machine. The ca- 
pacity of the crucible is increased ap- 
proximately to 2 pounds of steel and 
the casting arm may be used to carry 
flasks up to 5 in. diameter x 7 in. 
length. Where still larger melts are to 
be made, it is recommended that the 
20 KVA converter be installed. 


Rostand Joins Sarkin 


Maurice Rostand, prominent in the 
jewelry industry for the past 20 years, 
has joined the sales staff of David Sar- 
kin, Inc., New York manufacturers of 
rings and mountings of all types for 
both ladies and men. Mr. Rostand will 
call on retail jewelers in the Southern 
states. 





Manleigh Distributes Mats 


In keeping with its policy of promot. 
ing men’s jewelry for gifts, Manleigh, 
Inc., Providence, R. I., is now distrib. 
uting a series of newspaper mats fop- 
retail use. 

These mats, varying in size from one- 
column by four inches, to two columns. 
by ten inches, were prepared so that 
retailers, desiring to do so, could car 
the gift theme throughout their own ad- 
vertising. 

Attractive layouts, with good repro- 
ductions of Manleigh Jewelry and good 
selling copy are features of these ads, 
The mats can be secured without cost 
by all Manleigh retailers by writing 
Manleigh, Inc., 158 Pine Street, Provi-. 
dence, R. I., or from Manleigh whole- 
salers. 
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Columbia Diamond Rings 
To Build New Factory 


Cer: Oke 
Sees , 


Architect's drawing of the new factory of 
Columbia Diamond Rings which is to be: 
erected in Long Island City. 


In preparation for its elaborate ex- 
pansion program for 1947, Columbia 
Diamond Rings, a division of Axeb 
Bros., Inc., announces that it has ac- 
quired the site at 2110 49th Ave., Long 
Island City, N. Y., on which will be 
erected a new modern factory, housing 
the latest and most scientific equipment 
available for the manufacture of quality 
jewelry. 

This new factory is only one of the 
important steps in the large expan 
sion program undertaken by Axel Bros. 
whereby under anew distributional set-up, 
beginning January 1, 1947, Columbia 
diamond rings will be sold direct to 
retail jewelers. Other plans include a 
substantial expansion of the sales staff 
and a comprehensive merchandising and 
national advertising campaign. 

There is every indication, says the 
company, that 1947 will mark by far 
the most rapid growth of distribution 
and sales of Columbia diamond rings 
in the firm’s history. 


[inate 


Lorenzelli With Mercury Clocks 


Adrian Lorenzelli, recently of Geneva, 
Switzerland, has joined Mercury Clocks, 
Inc., and has been elected by the Board 
of Directors as Vice-President and 
Treasurer. 

Mr. Lorenzelli, son-in-law of the late 
Albert Stolz, founder of Angelus Watch 
& Clock Co., LeLocle, Switzerland, is 
the brother-in-law of the present direc- 
tor of that firm, Andre Stolz. 

Mercury Clocks, Inc., are exclusive 
distributors in the United States for 
Angelus Watch & Clock Co. 
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Donelan Joins Cumings Agency 


Paul Donelan, formerly Director of 
Advertising and Sales Promotion for 
‘The Gorham Co., has joined Cumings 
Advertising, Inc. as vice-president. 
prior to his long connection with Gor- 


PAUL DONELAN 





ham, Mr. Donelan was advertising man- 
ager of A. Stowell & Co., Boston. 

Nationally known throughout the trade 
as a result of his activities with the 
jewelry industry, he has won six 
awards in advertising, display and pack- 
aging and is the author of many arti- 
cles in both the trade papers and con- 
sumer magazines. His intimacy with 
the selling problems of the retail jcw- 
elers of America was shown by the wide 
acceptance of his efforts on behalf of 
the Sterling Silversmiths Guild. 

Well known among the advertising 
fraternity and the country’s leading pub- 
lishers, as well as the jewelry industry, 
Mr. Donelan is expected to prove a 
valuable aid in the expansion program 
planned by Cumings Agency, says I. C, 
Gregg, president of the concern. 





‘Northwest Expects Good Christmas 


Henry I. Cohen, representative of 
Flex-Let Expansion Products, East 
Providence, Kt. I., has recently com- 
pleted a sales trip through the states of 
Minnesota, North Dakota, South Da- 
kota, Wisconsin, Iowa, Missouri, Kan- 
sas, Illinvis and Nebraska. 

Mr. Cohen reports excellent jewelry 
conditions throughout this territory and 
States that retail jewelers are expect- 
ing an exceptionally fine Christmas 
trade. 

Jewelry merchandise of all classifi- 
cations, including diamonds, watches, 
watch attachments, silverware and ac- 
cessory jewelry is in strong demand 
and despite the difficulties of procuring 
goods, the majority of jewelers are 
transacting a record volume of business. 





New “Selvyt" Polishing Cloths 
‘Offered With Advertising Imprin? 


“Selvyt” polishing cloths, which have 
‘been used in the jewelry trade for the 
past 60 years, are now being offered for 
the first time with the jewelry manufac- 
‘turer’s or dealer's imprint for advertis- 
ing purposes. It is believed that this 
will make them especially appropriate 
for trade gifts during the Christmas 
season. Imprinting is in fast color ink 
to insure permanency of the advertise- 
‘ment. 

The cloths are well-known for their 
excellent polishing quality for stones of 
all kinds, as well as gold, silver and 
platinum goods. 
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To Prevent Tarnish 
Without Polishing 


One of the remarkable new chemi- 
cals developed during the war, is the 
vapor tarnish preventive for silver, now 
being manufactured under the trade 
name “Nopol”—a contraction of the 
words “no polishing.” 

The chemical is crystalline in nature 
and has the unusual characteristic of 
turning to vapor when exposed to air. 
By removing a seal in the cover and 
placing the jar in the case where sil- 
ver is kept, the formation of tarnish 
is greatly retarded. 

It is used largely by jewelers to pro- 
tect silver displays in counter and wall 
cases, but there is also a tremendous 
demand by housewives for adequate 
tarnish protection for silverware in the 
home. For sale to the housewife, “No- 
pol” is packed in one ounce jars, which 
retail for $1.00—and in the two ounce 
jars for $2.00. 

The manufacturers state that the one 
ounce size jar of crystals will effectively 
prevent tarnish in any closed space up 
to approximately 12 cubic feet, for a 
period of one year after the seal is re- 
moved, and that the two ounce jar will 
protect twice that space for the same 
length of time. 

“Nopol” is manufactured by Home 
Chemicals, Inc., Dumont, N. J. 





Blyn Joins Niash Refining Co. 


Niash Refining Co., Inc., announces 
the appointment to its sales staff of Ar- 
thur E. Blyn who has recently returned 
from three years’ service as an officer 
with the U. S. Army in the North 
Africa and China-Burma-India theatres. 

Mr. Blyn has had extensive merchan- 
dising and selling experience and an 
intimate knowledge of the technical as- 
pects of the jewelry trade based on his 
many years of handling precious metals 
in the Niash plant before and since the 
war. 





Kramer Rhinestone Jewelry 
Featured on November Vogue Cover 


The November 15 cover of Vogue 
magazine will feature rhinestone and 
silver jewelry by the Kramer Jewelry 
Co. of New York. Chosen by Vogue 
because they represent the strongest 
current trend in costume jewelry fash- 
ions, the Kramer pieces are a simply 
looped necklace and a_ three-strand 
bracelet. 

According to an official of the firm, 
rhinestones are by far their largest 
seller, although Kramer also features 
colored stone jewelry. Other popular 
items in this line are chatclaines made 
up entirely of rhinestones, even to the 
chain linking the two elements of the 
design. 





Waltham Moves N. Y. Office 
To New and Larger Quarters 


The New York office of the Waltham 
Watch Co. has been moved into new and 
larger quarters at 741 Fifth Ave., at 
the corner of 57th Street. The new 
offices occupy the entire fourteenth floor 
of the Manufacturers Trust Company 
Building. 





Cory Features a New Item 





The Cory Corporation has added an- 
other item to its expanding line of 
coffee-making equipment — the Cory 
Coffeee Service Tray Set. It consists of 
a 6 to 8 cup Cory glass coffee brewer, 
platinum trimmed creamer and sugar 
to match the brewer, black plasic safety 
stand and measuring cup, and a chro- 
mium plated tray with an embossed 
scroll-type design which makes it vir- 
tually scratch-proof. 

It is believed that this new set will 
prove a valuable traffic item and account 
opener, and that by bringing it out at 
this time the retailer will find it will 
have a strong appeal for the Christmas 
gift shopper. 





Active Fall Promotions 
Planned by Kreisler 


Keyed to full page advertisements in 
Life and Saturday Evening Post, sched- 
uled for early September, the Jacques 
Kreisler Manufacturing Corporation, 
North Bergen, N. J., released the first 
in a series of merchandising plans in its 
Fall program, August 9th, 

Tied to retail jewelers merchandis- 
ing practices and built around display 
materials, newspaper mats and other 
promotional matter, the first program 
features Men’s jewelry and watch at- 
tachments with a “Back To College” 
theme. 

Kreisler’s increased advertising sched- 
ule of the balance of 1946 is the largest 
in the history of the company and in- 
cludes greater appropriations both for 
large space advertisements in national 
magazines and for muterials Cesigned 
to merchandise the program at the point 
of sale. 

Officials of the company assert that 
surveys show greatly expanded con- 
sumer consciousness of the Jacques 
Kreisler name as a result of the firm's 
Spring efforts. 

For the balance of the year, complete 
retail promotions will be presented to 
the trade so that the national advertis- 
ing impact can be localized at the 
jeweler’s store. 





Garon to Represent WatchMaster 


As part of its program to Increase 
sales and service facilitics, American 
Time Products, Inc. has appointed 
Harry L. Garon to represent the 
“WatchMaster” rate recorder in the 
state of Minnesota with headquarters at 
817 West Superior St., Duluth. 

Mr. Garon, who is a native of Duluth, 
was recently discharged from Army ser- 
vice where he was in charge of bomb- 
sight maintenance for the 20th Alr 
Force, overseas. 
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QUICK RESULTS 


IF THERE wAs anyone anywhere in the jewelry indus- 

try who had any doubt as to the value to his business of 
the newly formed Jewelry Industry Council, his skep- 
ticism must be completely cured by the events of last 
month. 
_ On October 16, as reported on page 378 of this issue, 
the Associated Press sent out over its wires an erroneous 
report to the effect that there had been a sharp break in 
diamond prices. The story was published in several of 
the New York papers—and presumably in others in 
other cities. 

The damage which such a story—even though com- 
pletely unfounded—could do in destroying the public’s 
confidence and in building consumer resistance is of 
course obvious, and the Jewelry Industry Council, as the 
accredited spokesman for the trade, promptly got on the 
job to correct the situation. 

Working with diamond interests and the jewelry trade 
press, trained representatives of the Council gathered 
the true facts of the matter, held press conferences with 
the newspapers and the AP, and succeeded in having the 
erroneous statements promptly corrected in print, over 
the air, and on the news wires. 

The fire was put out before it could spread, and what 
might have become a catastrophe for every jeweler in 
the country was averted. “Never in the history of the 
industry have I seen a job done so fast and so effec- 
tively,’ commented one prominent diamond importer. 

Less than two wecks after its creation, and even be- 
fore its staff could be fully organized, the Jewelry In- 
dustry Publicity Council has proved its worth to the 
entire trade. Are you supporting it? Have you sub- 
scribed? 


THE EXCISE ISN'T ALL 


PERHAPS ONE OF the most serious problems confront- 
ing business men in this post-war era is the question of 
taxcs. To the jewcler, the word taxes immediately sug- 
gests the Federal excise tax, but despite its importance, 
the excise tax is by no means the whole story. 

We have before us as we write, a memorandum issued 
on October 1 by a firm of certified public accountants 
here in New York City tabulating the various taxes 
which must be provided for during the month of October 
with the dates on which they must be met. It does not 
include any of the special taxes levied against some par- 
ticular industry, such as the jewelry excise tax—only 
those which are applicable to all concerns doing business 
in this city. 

For payment in this one month alone—and October 
was only an average month—eight separate and distinct 
taxes are listed. To the average retailer who doesn’t 
have a big, elaborate, accounting department, the sheer 
labor of keeping track of these dates, computing the 
amounts, and seeing that his payments are in on time, is 
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a tremendous load—to say nothing of the seriousness of ] 


the financial burden imposed. 


Business in this country today is burdened with taxes 
to a point that is becoming almost unbearable. It is high 
‘ time that business men began to make their voices more | 
strongly felt in Washington and the various state capi- j 


tals to counteract the activities of the organized pressure 
groups whose never-ending demands have brought about 
the erection of this terrific tax structure to foot the bills, 


PLENTY OF ROOM 


IF ANYONE wonpbers how the jewelry trade is going 
to absorb the greatly increascd number of young men 
now attending the horological schools, let him ponder 
some figures that were cited at the UHAA convention in 
Cleveland, last month, by the delegate from Iowa, 

Iowa, which is one of the states that require the regis- 
tration and licensing of watchmakers, has just made a 
tabulation of its registrants by age groups, and found 
that out of the total of 1,054 watchmakers registered, 
only one in four is under 40 years of age, more than half 
of them are over 50, one-third are more than 60, and 11 
percent are more than 70 years old. 

If, as is reasonable to suppose, the same percentages 
apply to the country as a whole, and if, as is estimated, 
there are 50,000 men engaged in the trade of watch 
repairing, it means that more than 15,000 of them are 


over 60 years of age and that nearly 6,000 are past 70. © 


The conclusion to be drawn from those figures is 
obvious. Thousands of new men must soon be brought 
into the craft mercly to kecp the working force at its 
present level, to say nothing of increasing it to make up 


for the acute shortage of skilled workers that we have : 


had in recent years. 

According to the figures reported by the horological 
schools of the country represented at the convention— 
and practically all of them were there—there are fewer 
than 7,000 students now studying watchmaking in all of 
these institutions combincd—not more than enough for 
the replacements that will be needed for the men in the 
trade who are already past 70 years of age. 

No, we need not wonder about finding places for all of 
these new men as they complete their training. Rather, 
the problem will be to keep an adequate supply coming 
along once this post-war rush is over. The UHAA is 
eminently right in emphasizing the need for more and 
better education and training of new men. 
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